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Again at this 
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we extend to every- 









body associated with 





the jewelry industry our 
best wishes for a Very 


Merry Christmas and a Happy 





New Year, from all of us at 


A. SAUER & COMPANY 


KON-ITE BUILDING, CINCINNATI 2, OHIO 
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SPEAKING OF 


C  ageparte want to buy a crown? 

It might be a trifle expensive, 
of course—somewhere in the vicinity 
of $1,200,000—but according to our 
contemporary down at the Cape of 
Good Hope, the Diamond News and 
S. A. Jeweller, it’s an even bet that 
the Imperial Crown of India may be 
put up for sale. 


The Crown of India, you see, was 
presented to King George V back in 
1912 when he was in Delhi, because 
the British constitution forbids tak- 
ing the Imperial State Crown out of 
England. It was, after all, necessary 
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for the sovereign to have a regal 
headpiece for the various ceremonies 
he attended in his capacity as Em- 
peror of India. 

Now, however, in view of the par- 
tition of Pakistan and India, the King 
is no longer Emperor of India—un- 
less, of course, the two countries elect 
to remain within the British Com- 
monwealth of Nations (a somewhat 
unlikely eventuality). Since both 
Pakistan and India have an equal 
right to the Crown and since it can’t 
be divided in two very conveniently, 
it has been suggested that it be sold 
and the proceeds split between the 
two new countries. 


It is estimated that the Crown is 
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worth some £300,000, although it is 
hard to place a value on such an ob- 
ject since quotations in that field are 
extremely rare these days. 


Although the Diamond News 
doesn’t mention it, it has occurred 
to us that the Crown may possibly 
remain in England. After all, it was 
given to the King and included with 
the Royal Crown Jewels, and it seems 
unlikely that even the present Labor 
Government would countenance sell- 
ing so valuable an item and turning 
the proceeds over to the two Indian 
nations. Not with dollars as scarce 
as they are. 


© © 


EMEMBER “Fatso” Goering, the 
Nazi big-wig who had so many 
medals it wasn’t really necessary for 
him to wear a front on his tunic? 
Offhand, one would imagine that 
there were enough of these decora- 
tions to provide every jeweler in the 
country with at least one. 


However, the first jeweler we’ve 
heard of to gain possession of any 
of Goering’s gee-gaws is Arthur 
Cooley, of Springfield, Mass. Mr. 
Cooley has obtained an ornate neck- 
lace containing dozens of medallions, 
on the bottom of which is attached 
the official Bulgarian insignia, sup- 
posedly presented to Hermann on 
the occasion of one of his first “of- 
ficial visits” to that country. 


Not satisfied with just having the 
necklace of medallions and display- 
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ing them in his store, Mr. Cooley be- 
came curious as to their historical 
significance. Accordingly, with the 
cooperation of the history depart- 
ment of the Boston Public Library, 
he spent hours of research tracking 
down the heraldic significance of 
each medal on the chain. 
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OR sheer achievement we salute, 

this month, Earle L. Middleton, 
Fort Lauderdale, Fla., jeweler, who 
successfully withstood the Atlantic 
Ocean itself. 


When the October hurricane hit 
Fort Lauderdale, Mr. Middleton 
found himself, his wife and two 
salespeople stranded in the store, un- 
able to get home. And, to make mat- 





ters worse, the flood waters were 
threatening to enter the store, too. 


Although hardly an engineer, Mr. 
Middleton saw that the situation re- 
quired immediate action in the form 
of a dam under the front door. Ac- 
cordingly he seized every rag in the 
place (including yards of black vel- 
vet used for window displays) and 
stopped up the entrance quite ef- 
fectiyely. This action, while keeping 
Neptune at bay to some degree, did 
not keep all the water out, and it was 
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necessary for the stranded quartette 
to bail, continuously, for four hours. 

According to Mr. Middleton, other 
Fort Lauderdale jewelers did not fare 
so well. In fact, if it had not been for 
the damn and bailing efforts, the Mid- 
dleton store would have been flooded 
with at least six inches of water, 


maybe more. 


> 
Me jeweler Philip Nevelow of 
Galveston, Tex., who lived 


“under water” for three days with- 
out once succumbing to the tempta- 
tion to demonstrate a ball-point pen. 

It seems that Mr. Nevelow was a 
contestant, recently, on a “Truth or 
Consequences” program staged in 
Houston. And he muffed the answer 
to the question “What cities in 
France remind you of a pair of 
pants ?” 

As a “consequence,” the jeweler 
had to live “under water” from Fri- 
day to Sunday evening—by having a 
hot-water bottle strapped to his nog- 
gin throughout the period. 

(Although our correspondent has 
driven us nearly mad by failing to 
specify the answer to the question 
which Mr. Nevelow missed, one of 
our associates, familiar with France, 


assures us the answer is ‘““Toulouse 
and Toulon.”’) 


WE LIKE to provide all sorts of 
useful information in these col- 
umns and now, through the courtesy 
of Arnold Thau, jeweler in Maspeth. 
N. Y., we offer some advice for 
mothers-to-be. Readers may, if they 
wish, pass it along to any of their 
lady customers who happen to be (as 
the French say) enciente. 

According to Mr. Thau, expectant 
mothers should remove their rings 
every night during the first six 
months of —er expectancy, and 
shouldn’t wear them at all during the 
final three months. He has wit- 
nessed many painful incidents where 
anticipating ladies’ fingers have be- 
come swollen to the point where rings 
had to be cut off to afford relief. 


© 


HEN THERE was the jewelry 

thief in Aurora, Ill., who spent 
the night in jail just so the police 
wouldn’t find him. 

Edward Winston, a railroad sec- 
tion hand, decided one day that he 
needed some diamond rings. Accord- 
ingly, he heaved a brick through an 
Aurora jewelry store window, care- 
fully selected a number of expensive- 
looking rings, and departed before 
anyone put in an appearance. 

However, he realized that the 
gendarmes would probably be look- 



























































“This money clip is only $5.95 and includes my telephone number." 
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ing for him, so he started thinking 
about a place to hide. The Aurora 
city jail seemed a likely place but 
unfortunately he didn’t know its lo- 
cation. Returning to the scene of his 
crime, he asked three policemen in- 
vestigating the broken window just 
how one might best get to the jail. 
Obligingly, they told him. ° 

At the jail he asked for a night’s 
lodging, which he received without 
question, while virtually all of Au- 
roras police were going over the 
town with a fine tooth comb. 

Going to Chicago the following 
day, the enterprising thief couldn’t 
find anyone who wanted to buy his 
rings. Accordingly, he returned to 
Aurora and tried selling them to a 
tavern owner. That did it! In a mat- 
ter of minutes the police had him in 
hand and he was returned to the 
city jail—more permanently. 

© © 
no ane diamond rings, designed 
by Granat Bros., San Francisco., 
were among the creations flown from 
California to Paris in the recent 
much-heralded “Coals to Newcastle” 
fashion show. 

Having recently joined the San 
Francisco Manufacturers Association, 
Granats were eligible to participate 
in the “invasion” of Paris and did so 
by sending the sixteen rings repre- 
senting their finest creations and em- 
ploying diamonds of the very top 
quality. 

The rings were not only worn by 
the models as they displayed the lat- 
est in California creations: they were 
also presented in close-ups for de- 
tailed examination by Parisians at- 
tending the show. 

Granats, incidentally, have the dis- 
tinction of being the only jewelry 
manufacturer represented at the Paris 
exhibition of California styles. 

© © 
priare a window display can 
be too effective. 

In San Diego, Calif., a jeweler dis- 
played a number of watches in his 
window, topped by the slogan “The 
Watch for You.” 


Easily swayed by advertising 
material, apparently, a midnight 
prowler, noticing the sign, suc- 


cumbed. Smashing a hole in the 
window (deftly avoiding the burglar 
alarm) the impressionable law- 
breaker helped himself to not one, 
but two watches. 
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Heart-shaped frames, each with a small inset shelf, are suspended 
from the ceiling of window with wide red ribbons in this display. 


Two Windows For February 


Theme: 


Valentines Bay 


First big promotion for jewelers in 1948 is 


Valentine’s Day. February 14. Here are two 


suggested window themes for that oceasion. 


yp° you have a calendar handy? Why don’t we sit 
down right now and plan your window displays 
for the coming year? Not in every detail, of course, 
but a rough outline of occasions and dates and mer- 
chandising events which should make up your display 
program for 1948. Why plan so far ahead? Why not 
just work month by month? Well, it’s something like 
making New Year’s resolutions! We may not keep 
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strictly to the letter of our resolves, but a tangible pro- 
gram that we've taken the trouble to put down on paper 
is an incentive that is much more conducive to produc- 
ing concrete results than a vague mental generalization 
to “do better” this year! 

All ready with paper, pencil and that calendar? With 
the Christmas rush, it will very probably be approach- 
ing January before you get around to reading this and 
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our New Year's windows should be already to pop into 

place pronto on December 26th. So let’s start with 
February. Your Valentine display, two suggestions for 
which accompany this article, should make its appear- 
ance not later than the last week in January. 

I hope that’s a big piece of paper you are using be- 
cause it should include a lot! For merchandise features, 
you'll need a column for the new things that you will 
be expecting through the year. This, of course, cannot 
be filled in completely for the year, but leave blanks 
and remember to fill it in as you order new merchan- 
dise. Another column under “merchandise” should 
cover standard items that call for seasonal promotion— 
silverware for the table for Thanksgiving . . . pen and 
pencil sets for “Back to School.” Maybe you will want 
a third column for special sale merchandise or old stock 
that might be cleared out with a special window promo- 
tion. This column too, will remain pretty much blank 
for later insertions. 

Of course, you need columns for newspaper and 















Heart-shaped frames are 
cut from heavy cardboard 
or compo board. Shelves 
are snfall rectangles of 
similar board notched to 
fit the frame as shown. 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 
Valentine display 


Showcard board Art Supply store 


| pe. light blue 
| pe. red 

Photograph or drawing of girl's Local photographer or 
head artist 


10 yds. Ribbon—2" for background 
5 yds. Ribbon—I" for heart cut-out 
6 Heart cut-outs—4" 

Red satin facil-fab 
V/> yd. satin—light blue 

for covering heart cut-out 
Elevations—painted wooden 

cubes or gift boxes 


Department store 
Display supply house 


Department store 


Heart Frame display 


Cardboard or compo board for Stationery store or 


frames lumber supply 
Red satin or velvet for covering Department store 
frames 


Department store 
Display supply house 


Red satin ribbon—3" 

Heart cut-outs—assorted sizes— 
Red satin facil-fab 

Valentine figures Make locally or display 


supply house 





direct mail advertising so that windows and interior 
displays can tie up whenever possible . . . and there’s 
another column—or several—for interior spot displays. 
They should be planned ahead too! 

Proceeding through the year, it is easy to list holi- 
days, snorting, seasonal and local events that Yénd them- 
selves to promotion. Such a list will vary with every 
locality and even every store, depending on customers’ 
interests and habits, but listing them for the year and 
correlating them with your merchandise and advertis- 
ing program will start you well on a sound and sales 


(Please turn to page 208) 


by VIRGINIA DIXON 


This display centers around 
large Valentine background. 
Elevations can be either a 
painted wooden cube or box 
covered with gay gift paper. 
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Other Trades Out-Spending Jewelry 





In Campaigns for Consumer's Dollar 





Intensive effort is needed to meet the competition from other 


products which are backed by big funds for cooperative promotion. 


HE most serious competitive problem facing any 
jeweler in this post-war era is not that of his fellow 
jeweler down the street, but the fact that the automobile 
dealer, the radio merchant, the furniture store, the build- 
ing contractor, the travel bureau, the butcher, the baker, 
and the candlestick maker are all striving for the same 
consumer dollar. 

It’s not merely a matter of persuading John Q. and 
Mrs. Public that the ABC watch is a better value than 
the XYZ, or that Smith’s jewelry store is a better place 
to buy *t than Brown’s or Green’s. First, John Q. and 
the Mrs. must be convinced of the desirability of buying 
diamonds, or watches, or silverware or jewelry at all, 
in preference to the other things which they might buy 
with those same dollars. 

That’s why the Jewelry Industry Council was formed— 
to do that over-all promotional job for the entire industry. 
And, as pointed out on this page last month, it has made 
a splendid start in that direction during the one short 
year that it has been in existence. 

But are we giving them the support that they should 
have in order to meet the competition that the jewelry 
trade is facing from other fields? For jewelry is by no 
means the only field which is carrying on this kind of 
activity. Other indusiries, too, are sponsoring similar 
cooperative promotional drives to stimulate the sale of 
their products. And many of them are putting far more 
money into these drives than has yet been provided by 
the jewelry trade. 

Let’s take a look at some of them. 

One is the Paint and Varnish Association which has 
just increased its budget for national advertising alone 
by $500,000 a year for the next three years. This increase 
(which is on top of an already large program) is more 
than the total provided by the jewelry field for all of the 
activities of the Jewelry Industry Council. 

The oil industry, through its American Petroleum In- 
stitute, is spending $1,855,000 in 1948 for a national 
public relations and advertising program, and the meat 
packing industry is currently devoting $2,500,000 to its 
cooperative advertising and sales promotion campaign. 

Here are three classes of products—and they’re only 
three examples out of many—which are all necessities 
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or semi-necessities, and therefore goods which will be 
bought in substantial quantities anyway—yet each of 
them is devoting huge sums to retain their markets and 
to push sales still higher and to build a consumer good 
will. How much more essential then, for a field like 
jewelry to do a first-class big league job in that direction. 

Consider, too, what is being done on some of the 
products which, like jewelry are not necessities. Beer, 
for example. The U. S. Brewers Foundation collects from 
its members and spends $2,000,000 a year on public 
relations and advertising to promote the sale of beer, and 
to cultivate good will. 

The California Fruit Growers Association spends 
approximately $1,600,000 a year on its advertising 
campaign. 

The California Wine Industry spends $650,000 a year. 
The ice industry puts $500,000 a year into cooperative, 
nation-wide promotion to meet the competition of the 
electric refrigerators. The Association of American Rail- 
roads spends over $600,000 to promote railroad travel. 
The Coffee Importers have pooled sufficient funds to- 
gether to enable them to promote the sale of coffee coop- 
eratively at the rate of $500,000 a year. The Florida 
Citrus Fruit Industry in recent years has averaged around 
$700,000 a year for cooperative advertising. 

Several of these industries are considerably smaller 
than the jewelry business both in current volume and in 
potential sales. Yet every one of them is spending sub- 
stantially more on its cooperative campaign than the 
entire field of jewelry, silverware and watches combined. 

Everyone of them is going after the same dollars from 
the same consumer. Can we of the jewelry trade afford 
to do less than meet them on an even footing? 

Subscriptions for the second year’s promotional work 
of the Jewelry Industry Council are now due. Send yours 
in promptly. And, if your previous pledge isn’t for your 
full quota of one-tenth of 1 per cent of your gross annual 
sales, increase the amount of your check to that basis. 
It’s only one dollar for every $1,000 in sales—one cent 
out of each ten dollars. 

The jewelry field has a big job cut out for it if it is to 
hold its own against the efforts of other industries, and 
everyone of us must do his share. 
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Sales leader a} , 
is the diamond fe. 
department. Mr. Clark 
and his son, behind Coun. 
ter, constantly emphasizg 
reliability of store and 
its reputation for honesty 
and integrity in the. 
radio and newspaper ad: 








One feature of the recent moderniza- 
tion are these waist-high display 
windows utilized to best advantage. 


kvery Customer 
A Friend 
Of This Store 








by M. L. RISEN 


While stressing his ring 
and diamond departments, 
Mr. Clark, seen here with 
his silver saleslady “Miss 
Dorothy Smith, doesn't 
overlook his other lines. 
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B. C. Clark, OKlahoma City, Okla., impresses 
apon his salespeople the fact that the success 


of the store depends upon customer service. 





66 AKE every customer a friend of the store, by 
giving them honest prices and good merchan- 
dise together with courteous and dependable service.” 
That’s the basic pinciple, says B. C. Clark, founder and 
owner of Oklahoma’s oldest jewelry store, on which its 
record of 55 successful years has been built. 

“If you don’t know your diamonds you had better 
know your jeweler,” is the advertising slogan of the firm, 
B. C. Clark’s, 113 No. Harvey St., Oklahoma City, which 
started business in 1892 in what was then the Indian Ter- 
ritory. Mr. Clark is still the active head of the firm, aided 
by his son, B. C. Clark, Jr., who was recently elected a 
Vice-President of ANRJA, and a son-in-law, H. C. Stuhr. 

Starting as a one man shop in a little corner of a five 
and ten cent store with barely $50 of capital, the store 
has grown until today it occupies a two-story building, 20 
feet wide and 55 feet long, with the second floor used as 
a watch and jewelry repair shop. Recently completely 
remodeled, the front of the store is of structural glass 
trimmed with aluminum. The shop’s interior is dis- 
played to advantage by the incandescent lights recessed 
over the show cases and fluorescent overhead fixtures. The 
fixtures are of Philippine mahogany and gum wood. Both 
floors are completely air conditioned. The credit depart- 
ment and office are located at the rear of the store on 
one side and the repair department at the other side, 
thereby bringing most of the store’s traffic to the rear 
leaving the store space at the front free and uncluttered 
for selling. 











Approximately $10,000 a year 
RING SALES GOOD BUSINESS SUSTAINER ia cost Sn ts Gh tae | 


Said Mr. Clark, “We specialize in diamonds and —— mer gain, Se ~ 
engagement rings and wedding rings. We have found dailies and weeklies locally. 
(Please turn to page 208) 
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Sarai loves a contest and everybody loves to 
get something for nothing—especially if it is a pair 
of $500 diamond rings. That’s hardly news. But when 
it makes your business leap 14 per cent in one month 
and when it brings you 5,000 potential new patrons, 
that is news. 

Such was the experience of young Bruck Oberlin, 
owner: of Oberlin’s Jewelry Store in Fresno, Calif. For 
almost three generations this firm had enjoyed a wonder. 
ful reputation in the rich San Joaquin Valley town. But 
reputation doesn’t always equal customers, Oberlin dis. 
covered. It had gotten to the point where Oberlin’s was 
almost sitting back on its reputation, when the youthful 
owner decided that the store should embark upon a series 
of promotions to stimulate sales, to build up a new list 
of patrons, and to make the townspeople Oberlin—and 
jewelry—conscious. 

When business dropped early in the Summer, Oberlin 
noticed that other jewelers were getting patrons into their 
stores by advertising such non-jewelry lines as pottery 
and cutlery at give-away prices. He decided that it was 
time for his old-line firm to try its hand at a promotion. 
the first in its history. 

“For almost 50 years we had been content to be reliable 
family jewelers, but we never really publicized ourselves,” 
said Oberlin. “What we strove to obtain was the cus- 
tomer’s confidence, and we developed it through friendly 
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Advertisements of the sort illustrated 
above were run by Oberlin's to pubili- 
cize their first contest. Entries were 
received from every town in Fresno area. 


Persons entering the Oberlin contest 
were asked to submit names of 25 addi- 
tional persons on the blank pictured 
at the top of the opposite page. The 
letter, at right, was then sent them. 
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For almost 50 years Oberlin’s, Fresno, Calif., did without promotion. 


When the summer doldrums set in, however, young Bruck Oberlin launched 


the first salvo of what is intended to be a continuing campaign. 


service, by giving value, and by featuring only well 
known, quality merchandise. But with competition from 
the big chain jewelers and with competition for the con- 
sumer’s dollar from food, hard goods, and other items, 
we realized that our business would fall considerably 
unless we could formulate an advertising and publicity 
program that would bring us new patrons and rejuvenate 
the interest of the old ones.” 

Together Oberlin and a topflight advertising man 
mapped what was to be the first in a series of campaigns. 
They decided that they would concentrate on one theme: 
tying in the name of Oberlin’s with outstanding jewelry 
lines. Oberlin was convinced that it should be not just 
a one-punch campaign, but a consistent long-range series 
of hard-hitting promotions. “We knew that the kind of : oe | 
advertising we were going to do would be expensive and oe 


Se 


(Please turn to page 212) 


lear-Round Promotion 


by JUANITA SAYER (Above) Blank provided entrants to 


enable them to provide names of 25 
friends. (Below) "Gift Portrait’ 
card enabled each contestant to have 
photo taken and "release" permitted 
Oberlin's to use the picture in ads. 
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Wolf's provides a comfortable shopping atmos- 
phere with its well-appointed interior. Mrs. 
Wolf, right, took over the operation of the 
store 16 years ago upon death of her husband. 


Talks Fix Customers’ 





Attention on Their Needs 


OTIVATED by intense community-wide interest in 
jewelry, Wolf's, Jewelers, 725 Kansas Avenue, 
Topeka, Kansas, is satisfying curiosity concerning this 
merchandise with a well-planned series of talks and 
Bee exhibits. 

— ea gs Outgrowth of the educational project has been to 
— >.” e strengthen the position of this well-established store— 
Topeka’s oldest jewelry firm—stimulate an increased 
demand for jewelry, and create new attention to the fas- 
cinating features of these products. 

“People crave information about the entire galaxy of 
jewelry from flatware to gems,” said Mrs. C. A. Wolf, 
owner and manager. “They enjoy entertaining talks 
dealing with the history of rings, silver, china, crystal, 
and other related items. Young people are attentive at 
discussions pertaining to the proper use and care of china 
and silverware. In our community, as in most commu- 
nities, are clubs and civic groups constantly seeking 
interesting speakers. Therein lies an opportunity for 
jewelers to appear personally, or send envoys, to offer 
educational information on subjects pertaining to the 
jewelry business. The program builds goodwill and 
encourages interest in the merchandise.” 

Wolf’s is an all-woman-managed store. As assistant to 
Mrs. C. A. Wolf, who assumed managerial reins after her 
husband was killed in a motorcar accident sixteen years 


Interest of passersby in jewelry is 
kept at high pitch by tasteful, well- 
planned, and often-changed windows. 
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wherein through a regular program of group talks on subjeets related 


to jewelry, they have kept their name constantly before the publie. 


by GRIER LOWRY 


ago, Hazel Butterfield helps shape the store’s policies. A 
tireless civic worker, Mrs. Wolf has been an officer in 
practically every community organization. Although still 
active in the management, she delegates much responsibil- 
ity to members of her staff, many of whom have been in 
her employ over a long period of years. 

Both women take an enlightened approach to selling. 
Both share viewpoints on the importance of employee- 
training with sales sessions featuring talks by experts in 
the industry. 

In appearances at night schools, public school home 
economic classes, church groups, business women’s or- 
ganizations, and groups of farm women, representatives of 
the store fit their subjects to the particular interests of 
the group. 

For example, at a recent church federation meeting, 
members were seated according to birthdays, furnished 
place cards designed around the birthstone of the month 
in which a member was born, and each person given a 
small folder of data on her birthstone. The subject was 
“Tribal Gems.” 

At home economic groups, discussions center on the 
proper use of silverware, china, and crystalware, and 
implants a desire in teen-age minds for quality tableware 
for future homes. 

At a gathering of business girls, the subject “Rings 
Through the Ages,” proved a stimulating account of the 
history of rings. Making an appeal to the eye, as well 
as the ear, arresting ring displays were used in conjunc- 
tion with the talks. A wedding ring talk is accompanied 
by a display of mounted and unmounted rings in a 
variety of styles. Copies of the wedding ring of the 
Duchess of Windsor lent interest to this exhibit. 

“Wide-awake attention is accorded our talks,” said 
Miss Butterfield. “People ask questions, linger to try on 
rings on display, and afterwards visit the store to further 
explore the matter.” 

Cementing good relations with Kansas farm wives is 
no insignificant gesture today. With farmer incomes 
swollen by lush wheat harvests at record prices, the farm 
market is attractive, and Wolf’s Jewelers have demon- 
strated that farm women need little impetus to stir their 
interest in table furnishings to a high pitch. 

Silver, old and new, is a pet subject with many farm 
women. At meetings of the Federation of Farm Women, 
members are requested to bring old silver, which is 
arranged into interesting displays and used in illustrating 
talks on the history of silver. 

“Homeowners are prospects for new silver and 
(Please turn to page 215) 


Credit the ladies with this successfully operated jewelry firm 


















































An innovation of the recent store remodeling 
was a mahogany silverware desk which permits 
customers to be seated while making selection. 














An efficient watch repair department accounts 
for a steady stream of customers for service. 


Hazel Butterfield, at her desk, below, 
heads Wolf's public relations program. 
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by HENRY H. Hupp 








Last Christmas Olsen & Ebann was only store 
in downtown district to have a Santa Claus. 
Store front radio interview drew big crowds. 








Man On the Street Program 
Brings Store to the Customer 


66 HAT can sponsored radio programs do for a 
jewelry store and how can they be made most 





effective?” 

Olsen & Ebann Jewelry Co., Rockford, IIl., have the 
answer to this question, at least as far as a city of modest 
size is concerned. Their type of program might or might 
not go over in a big metropolitan center, but for a city 
the size of Rockford (85,000 pop.), their friendly “folk- 
sy’ type of broadcast with its emphasis on local interests 
seems to hit the bullseye. 

It was in 1937, just ten years ago, that they decided 
to experiment with radio advertising. From 1937 unti! 
1945 the store sponsored sports broadcasts. During the 
winter months, football and basketball games played by 
local high school teams were broadcast play by play. As 
there is always keen rivalry between the two local high 
schools, one on the east side and one on the west side of 
Rock River, which divides the city, the younger genera- 
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tion especially, listen to the broadcast of the games with 
tense interest. At the opening and the close of the game 
and at intervals between plays, listeners were reminded 
that they were enjoying the game over the air “through 
the courtesy of Olsen & Ebann Jewelry Company.” 

“The broadcasting of these Friday night games by our 
store kept our name before the people and created an 
enormous amount of good will for us,” says Roy Weaver. 
store manager. “As the radio audience was enjoying the 
game, there was a subtle feeling of indebtedness to thr 
jewelry store that was making possible this entertain- 
ment.” 

Only on a few occasions has Olsen & Ebann used the 
program as a direct selling medium. In the fall of 1940. 
when a supply of field glasses arrived one week-end, 
announcement was made over the air and 60 pairs were 
sold as a direct result. More recently when a stock of 
watches arrived of a make that had been scarce, too late 
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In only a few instances have Olsen & Ebann used their radio 


promotion as a selling medium. Programs sponsored by the store 


are solely for listeners’ entertainment and goodwill builders. 


for a newspaper ad, the news broadcast over the radio 
resulted in a considerable number of sales. Mr. Weaver 
considers the goodwill value of the sponsored programs 
more important than direct sales. “By creating a favor- 
able impression of our firm, people looking for jewelry 
and other items in our lines just naturally think of us 
first,” says Mr. Weaver. 

During the summer months, factory league baseball 
games were broadcast direct from the grandstand. Morey 
Owens, sports announcer for the local radio station, was 
well known and popular with sports fans. Often the 
executives of the various factories would write to Olsen & 
Ebann expressing appreciation that their league games 
were broadcast. There was considerable “fan mail” from 
listeners, too. The broadcasts were credited with promot- 
ing a greater interest in all games and sports generally. 
“If a town is sports-minded, this type of radio promotion 
can do a store much good,” says Mr. Weaver. 

The Rockford radio station was one of the first in the 
nation to have a “Man-on-the-street” program. However, 
this had other sponsorship for a number of years and was 
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of full-page newspaper advertise- 
ments illustrating the exact merchandise 
sold by the store was used last year and 
results were so good they'll be repeated. 


Series 


discontinued during the war interim. In November 1945 
when the street broadcasts were resumed, Olsen & Ebann 
made arrangements to sponsor them. The broadcasts are 
made from the front entrance of the Olsen & Ebann store 
from 12:30 P.M. to 12:45 P.M. daily, except Sunday. 
They are reported to have the highest listener audience 
of any show put on the air by radio station WROK. 
“Women are curious,” says Ed Murphy, announcer for 
the street interview program. “A ratio of eight women 
will stop and listen to the interviews, and often partici- 
pate in them, to two men that are sufficiently attracted to 
stop.” Mr. Murphy gets a plug for the sponsor at the 
opening and close of the broadcast and at intervals 


(Please turn to page 217) 
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Mats are Versatile 


An advertising expert with extensive 
experience preparing and using mats 
for retail jewelers gives some helpful 


hints on getting their full value. 


VERY year jewelers all over America spend sub- 

stantial sums of money on advertising mats and 
advertising space to bring them added business. But all 
too often much of that money is wasted, or at least 
fails to produce the results that it should. 

Mats may be carefully prepared by the best jewelry 
artists and copywriters in the business and produced by 
the finest process—but they still will not produce the 
best results unless the advertiser knows just how to use 
them for his specific needs. He must realize that they are 
selling tools to make his advertising more effective, and 
therefore his sales job more profitable. And, like most 
good tools, they must be used correctly and carefully 
if they are to be productive. 

In other words, the jeweler should not always use any 
and every mat supplied to him by his mat service, even 
though that advertisement in itself may be well written, 
well illustrated and attractively laid out. It may not ex- 
actly reflect the character of his store or it may not fea- 
ture the items of merchandise that he wishes to play up— 
or, it may be of a size or shape which does not fit in 
with his general advertising program. 

The jeweler should, therefore, do two things. One is to 
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If You Know How 


by GOLDALIE FRANK 


select from his service those mats which are suitable for 
his use just as they stand. The second is to utilize vari- 
ous elements of various mats which can be juggled 
around and put together in various combinations — per- 
haps a headline from one, an illustration from another, 
or some wording from another. Or, perhaps just an il- 
lustration of a head or a piece of copy from one mat 
which he may wish to combine with some original mate- 
rial of his own. 

To work out those combinations calls for an under- 
standing of the essential elements that constitute a good 
advertisement. Those essential elements are three—the 
illustration, the layout and the copy. The display or pic- 
tures of the items being sold is of great importance. It 
is, perhaps, the most graphic and dramatic means of at- 
tracting reader-attention. It affords the creator an oppor- 
tunity to stir the prospective buyer’s imagination and pre- 
sent the product’s benefits. It propels the reader toward 
buying by making him imagine far more than the pic- 
tures actually depict. : 

The layout, is the arrangement of the various ele- 
ments within the advertisement and must be so planned 
that it will be most visually appealing. The copy must 
be kept short and to the point for quick and easy read- 
ing. It must persuasively sell the entire presentation; de- 
scribe the pictures, and quickly and clearly inform the 


(Please turn to page 218) 
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Models displaying the jewelry were 
seen only from the waist up in the 
manner of bust statuettes, thus cen- 
tering attention on the jewels worn. 







John Mulholland, the master illusion- 
ist, produced half a_ million dollars 
worth of diamond jewelry from "empty" 
jewel boxes, to be worn by the mode 





1945 Jewelry 
Makes Debut 
At Diamond Show 











ORE necklaces, a continued trend toward pendant 

earrings, and a new freedom and lightness in 
design are the 1948 jewelry news as presented to the 
fashion press in New York on November 5. 

This annual foreview of diamond jewelry is organized 
by N. W. Ayer & Son, Inc., at the opening of the formal 
season, to create nationwide publicity for diamonds. 
Fashion reporters and editors are coming to recognize 
mid-autumn as the time to preview diamond jewelry 
just as other seasons are already established for viewing 
new lines of furs, shoes and millinery. 

The exhibitor in “Diamond Fashions—1948” was Van 
Cleef & Arpels, which showed both Paris-inspired and 


American-manufactured diamond jewelry. The showing 
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A French Court necklace enters the mod- 
ern era with new lustre and brilliance. 
The old silver mounting is duplicated in 
platinum and the rose-cut diamonds have 
been replaced by modern brilliants. The 
magnificent collection of emeralds and 
lozenge-cut diamonds remains the same. 
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Models for ladies and men: 
In gold filled cases, $71.50 

In 14k gold cases, from $95. 
De Luxe models in hand-wrought 14k gold cases, $130. upward 


Illustrated ‘‘Buchanan” $110. Fed. tax inc 











She Nill Most CA ML 


The only watch ever to have won ten 
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world’s fair grand prizes, twenty-eight 


a te ama 


gold medal awards, and so many honors 


for accuracy in all fields of precise timing. 





For folder write: Longines-Wittnauver Watch Co., 580 Sth Ave., N. Y. 19, N.Y. 


Spodud if Lingyines Mk jttnauer Wiuleh Com CLEA 


*Except two hand-made watches selling at more than three times Longines prices 











New jewelry trend is to collect pieces 
of similar theme but not duplicate in 
design. Ear clips here have four clover 
leaves of pear-shaped stones and a 
baguette stem. One bodice clip is an 
open-work clover leaf; other is composed 
of four large marquise - cut diamonds. 



























Assembling the collection of diamonds 
for this necklace took two decades and 
stones from six countries. Fringe is 
composed of matched marquise cuts, and 
final pendants on necklace and earrings 
are pear shapes. Ring is large marquise. 











ea 


took place at the roof of the St. Regis Hotel on Fifth 
Avenue. <g 
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DIAMONDS THAT “BREATHE" 


The new design trend in diamonds is toward freedom 
and “release” in the spirit of the mountings. Claude 
Arpels says that diamond jewelry is beginning to 
“breathe” again. The old density and solid look are 
passing. This lighter, more lacy appearance, of which 
we have been hearing for at least 18 months, is more 
than a swing in the pendulum of fashion. It is a gradual 
development made possible by new and extremely fine 

tempered-steel tools. Also, precision workmanship, in- 
cluding new methods of diamond setting, allows the 
jeweler to decrease the amount of metal required to 
secure the gems in the mounting. 

Most of the metal shown was platinum. A new fashion 
note, however, is the wearing of matching pieces in con- 
trasting metals. For instance, one clip in yellow gold and 
one in platinum; one bracelet in gold and one in 
platinum. 

































18TH CENTURY MODE IN 1948 MATERIAL 


Another innovation at the show was an heirloom 
French Court necklace which had been “translated” from 
the Eighteenth Century to the present era. The original 





mounting in heavy silver, featuring cluster and link A smart new note is to wear gold and 
arrangements, was copied in platinum. Because of the sete on 6° wel ied ase 


newer methods in diamond-setting, this mounting could gold bracelet with diamond ornament. 
be made much lighter and daintier in platinum than the 
(Please turn to page 220) 
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S. NATHAN & CO., INC. 


610 FIFTH AVE., NEW YORK 20, N. Y. 
40 Fountain St., Providence, R. I. 
315 West 5th St., Los Angeles, Cal. 


Since 1901, our direct connections in every part of 
the world have been making regular shipments of 
precious, semi-precious, synthetic and imitation stones. 
Whatever your needs, large or small, you will find that 
our stocks, our prices and our service make it profit- 


able for you to consult STONE HEADQUARTERS. 


LA Veiy Happy Now Vear 
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Aways Consult Plone 


VICTORIA PEARL CO., LID. 


610 FIFTH AVE., NEW YORK 20, N. Y. 
In Canada 
The European Stone Co., Ltd., Toronto, Ont. 


Victoria is nationally advertised as the finest name in 
Pearls—Oriental, Cultured and Simulated. The 1948 
Victoria line offers to retailers the newest styles, at- 
tractively packaged and in a wide price range. Write 
for our catalog. For quick and steady profits, follow 
the line of least resistance—feature Victoria, Queen 


of Hand-Made Pearls. 


























oe 


semen +o 0 ce wares 


PO ORT ESERIES ERR 9S ee ME a SLE PO 
oe . aa Se 

















Blackamoor figures 
bearing attractive 
diamond rings flank 
revolving discs on 
which innumerable 
loose diamonds are 
placed. The sign at 
rear shows the plane 
route from Antwerp 
to Portland, Maine. 


‘Direct From Antwerp’ Theme 


Aeeents Interest in Diamonds 


George T. Springer Co., Portland, 
Maine. ereated a clever window 


display illustrating that their 


diamonds come direct from Belgium. 


N ATTRACTIVE window display designed to pub- 

licize the fact that their diamonds are received 

directly from Antwerp was recently used, with great suc- 
cess, by the George T. Springer Co., Portland, Me. 

The display, as illustrated, was in the form of a re- 
volving disc from the center of which was elevated an- 
other, smaller disc. A large quantity of loose diamonds 
was displayed on the raised center circle, and diamonds 
in their original wrappers were shown on the edge of the 
outer disc. A generous amount of lighting, shooting rays 
of light and color from every direction added to the effect, 
as did a number of blackamoor figures bearing attrac- 
tive diamonds and mountings. 

A sign in the rear of the window, surmounted by an 
enlarged drawing of a brilliant cut stone, told the story. 
It said: “Diamonds From Antwerp—by air. Direct im- 
portation of diamonds in the most popular engagement 
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A parcel of diamonds direct from Antwerp 
is delivered to Springer's by the postman. 


ring sizes.” A drawing, incorporated in the sign, showed 
a plane zooming across the Atlantic from Belgium to 
Maine. 

According to Edmond J. Beaulieu, owner of the 
Springer firm, the display attracted a great deal of atten- 
tion and resulted in a sizeable number of sales. 
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.. Like a Diamond in the sky.’ 
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From the tiniest satellite to the most magnificent luminary... the 
diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 


HARRY WINSTON. 


oa 20 See oS Tie SB Ye OY Saw oe Soe fon OF ae & 2, 


SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STREET: LOS ANGELES 


OWNERS AND Ci se TE 


JONKER, VARGAS avo LIRERATOR DIAMONDS 


THE tULINSTON COLLECTIONS MAY BE SHOWN 


ES NS Lo Ae ee SEAR een me 


srurvaseieteetieeeeteeeneemninenmenmmeeemenmennemem cen aries ene — 
Seer errno merens ne ve - a 


LS SL « =n © se I ns ARE 
4 


Dorfiman’s, Brownsville, Tex., 


believes that each sale means 


the eustomer’s return visit 





later on, particularly in the 


ease of engagement rings. 


Ads such as those below are 
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A customer examines a ring at Dorfman's. 
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Every Sale 
Has A Sequel 
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N The Lower Rio Grande Valley it’s Dorfman’s for 
Diamonds. I. Dorfman has been established in 
Brownsville, Texas, since 1924. Diamonds are Mr. 
Dorfman’s hobby, but he has not exploited the fact and 
few know that he is so well versed in diamonds, their 
lore, the superstitions connected with them, etc. Not that 
Mr. Dorfman is unduly modest; he is a business man 
first. His personal interests are his own to derive 
pleasure from. Throughout the years, Mr. Dorfman has 
built up the name Dorfman’s Jewelry—not I. Dorfman. 
“There was a definite motive for this,” says J. D. 
Weidman, store manager and Mr. Dorfman’s son-in-law. 
“At the moment Mr. Dorfman is in New York City. His 
business continues as if he were here. That is to say, 
the public have been taught to rely on the firm rather 
than any one or two individuals. 
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“‘A customer in the market for a diamond will usually sn an 
buy from any one of our salespeople as from Mr. Dorf- | 
man or myself. And that, we feel, is the way it should be. 

“To facilitate this, we code each ring so that any one 





(Please turn to page 222) 
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One of Miss Rogers’ wedding gowns is of 
gold lame and features a handmade tiara 
and bib of seed pearls valued at $6,000; 
her pearl and diamond earrings at $3,000. 
Not shown here but very evident in the 
movie is her $25,000 diamond solitaire. 





Drop earrings and matching pin of diamonds 
contrasted w'th sapphires set in platinum, 
provide a perfect foil for this pale blue 
crepe gown with an off-shoulder neckline. 


OLLYWOOD, with its fine attention to fashion de- 
tail in its productions, offers the promotion-minded 
jeweler many opportunities to tie in his window merchan- 
dising with current motion pictures. Generally, a wealth 
of excellent photographs of the stars showing their jewelry 
in fine detail are readily available from the publicity 
departments of the studios for the jeweler to use as back- 
ground material for his tie-in display of merchandise. 
The majority of the public is movie-minded and Holly- 
wood’s influence on feminine fashions is an accepted fact. 

This influence can work just as well for the jeweler 
as it does for the dressmaker, for Hollywood designers 





Sheer femininity is accepted in this lovely 
gown of white organza appliqued with black 
lace roses. Sunburst diamond and platinum 
pins are fastened on a black velvet ribbon 
to make a smart hair ornament. Bracelet is 
of diamonds and sapphires set in platinum. 
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Yellow gold curb-link bracelet, sey with 
tiny diamonds, and full-dome gold earclips 
provide the simple jewelry touch required 
with these flamboyant hostess pajamas of 
black crepe with appliqued sequin design, 





Heavy palladium bracelet set with rhine- 
stones, the one on her right arm centered 
with a large synthetic ruby, are worn by 
Miss Rogers with this white dinner dress. 








7 Sparkling gems, worth more than 





$1,000,000, worn by Ginger Rogers 
in a new motion picture coming 
your way soon offers an excellent 


opportunity for a tie-in display. 


by JOSEPHINE SUTTON 


devote just as much attention to a star’s jewelry as they 
do for her wardrobe. Because of its small size on the 
screen, jewelry does not get the attention of the star’s 
dress, but it could with a little effort on the part of the 
jeweler. By tying up his window displays with a picture 
scheduled to be shown in his town sufficiently far enough 
in advance of its showing, the jeweler can focus the 
public’s attention on jewelry so that when they finally 
‘see the picture, the star’s jewelry is noticed and its style 
influence made more apparent. 

Just such an opportunity is offered by a recent 
Columbia production titled, “It Had to Be You,” co- 
starring Ginger Rogers with Cornel Wilde. One of the 
most fabulous wardrobes in filmdom history is worn by 
Miss Rogers. Designed by Columbia’s head stylist, Jean 
Louis, there are 36 costumes and nearly as many changes 

(Please turn to page 223) 








Hand-loomed satin in an Oriental pearl color 
is used in this $1,700 wedding gown. The low- 
cut neckline is appliqued with lace from an 
old Venetian shawl and is encrusted with seed 
pearls in a cascade down the front of skirt. 
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a Star Sapphire, 
America’s choice of precious colored 
stones, is always the preferred gift. 
Wearable at all times of the day and 
evening, the intriguing beauty and 
easy informality of a Star Sapphire 
ring invariably attracts both men and 
women. The designs illustrated are 
selected from our distinguished 
collection that includes many of the 
outstanding specimens available in 
the world today. Prices at wholesale 
are from three hundred to fifteen 


thousand dollars. 


Harold tohen Ine. 





BRITISH BUILDING, ROCKEFELLER PLAZA, 620 FIFTH AVENUE, NEW YORK, N. Y. 
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Examples of pre-war syn- 
thetic emeralds made by 
|. G. Farbenindustrie in 
Germany, right. Crystal 
on left weighs about 15 
carats and is enlarged 
about 2!/, times. Cluster 
of crystals is of earlier 
type. Muddy color makes 
both unfit for gem use. 




















Left: Examples of Chatham crystals 
include this early single crystal of 
8.8 carats which compares with best 
of the German firm; five newer clear 
crystals, totaling 2.83 carats, and 
a flawless cut stone of 0.17 carats 
totally without any of typical wisps. 


New Synthetic Emeralds 


HE recent startling announcement of the successful 
synthesis of star sapphire and ruby makes it ad- 
visable to re-appraise the progress in other fields of 
jewelry stone synthesis. The war halted most of the work 
in the emerald line which had given, up to that time, 
rather promising results. The product of the I. G. Farben- 
industrie, as shown in The American Museum of Na- 
tural History and at the Paris Exposition in 1937 were, 
at that time, the best looking crystals. It has not been 
told whether or not the Germans made any further prog- 
ress than was to be seen in those stones. 

It will be recalled that the I. G. Farbenindustrie had 
changed its procedure, and had a certain amount of con- 
trol over it, so that they were able to produce single 
crystals in place of the radiating bundles of smaller 
crystals they had grown earlier. The largest of the 
newer single crystals was a little over half an inch long 
and of about the samé diameter. However, no cut stone 
was seen at that time Which weighed over 14 carat. 

Even earlier, Prof. R. Nacken, of the Mineralogical In- 
stitute in Frankfort, had been successful in synthesizing 
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Far Surpass Pre-War Stones 


~cluster. Only the later growths of the beryl material have 








by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and mineralogy 
American Museum of Natural History 


crystals of almost the same dimensions. The writer ob- 
tained two of these crystals in 1937, though these were 
developed from work which commenced in 1912. They 
are unlike those produced by other synthesizers, but 
probably were grown by similar methods. Their crystal 
form is slightly different and their color less intense. 

The Nacken crystals are very different from each other, 
one is slightly prismatic and terminated by an irregular 
set of faces which, on the goniometer, reveal the presence 
of a base (the flat truncating face of many beryl crystals) 
and multiple reflections from two sets of pyramid faces 
(s 41121! and p 41011! for the mineralogists). 

The prism zone contains prisms every sixty degrees, or, 
in mineralogical language, a { 1010} and m 41120 t. The 
base is marked by a broken surface which indicates that 
it was broken from a thin crust and not a thick heavy 
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Latest synthetic erystals developed by Carroll F. Chatham, in 





San Francisco, excel in size, clarity, and color those made before 


war by I. G. Farbenindustrie as _ well as his own pre-war product. 





Photomicrograph of natural square emerald, 
right, with typical inclusions, compared 
with kite-shaped synthetic in which wisp- 
like bubble inclusions are clearly seen. 


an emerald green color. Most significant is a cleavage 
face on the white beryl at the base, with a pearly luster. 
The cleavage, but not the luster, extends to the emerald. 
The impression given by this crystal is, in miniature, iden- 
tical with that given by the large North Carolina crystal, 
illustrated in Kunz’ ‘“‘“Gemstones of North America,” with 
a similar zonal growth of green emerald over white milky 
material. The refractive index of the white material in 
the Nacken crystal is a refractive index for natural beryl, 
N. = 1.567, No = 1.572 each + .003. The emerald 
material, on the other hand has the following indices: 
N. = 1.562, N, = 1.566. From this it seems highly 
probable that the Nacken crystal was grown on a fragment 
of natural white beryl. This would explain the character 
of the termination. Furthermore, distinct zoning and 
wisps of tiny bubbles are to be seen in the emerald ma- 
terial, and are lacking in the white beryl. In summary, 
the Nacken crystals are distinctive for their irregular 
terminations, lighter color and their growth upon a “seed” 
fragment. 

Recently, Carroll F. Chatham in the United States, has 
resumed his experiments in emerald synthesis and has 
placed upon the market stones which are very creditable. 
The largest we have seen is about 1144 carats and is a 
fair stone. It still has the flaws which were marked in the 
earlier stones and is not hard to tell from the natural. 
They are being handled by George Marcher of Los 
Angeles and retail prices range down from about $90.00 
a carat. 

The Chatham emeralds up to now shared the identify- 


178 


ing characteristics of all the synthetics. Easiest and most 
rapidly obtained is the red color (fluorescence) under 
ultraviolet. Few natural emeralds show this, though man 
Colombian stones will fluoresce under the “black bulb” 
made by General Electric and sold for about $1.50 (it 
works in any socket) but most apparently 
do not under other ultraviolet sources. (This, inci- 
dentally, is in contradiction to previously published state. 
ments.) The synthetics all show a brilliant fluorescence, 
very similar to that seen in the synthetic rubies and 
spinels. This bright fluorescence may be due to the 
purity of the substance, it is not a guaranteed permanent 
test, for the addition of a trace of iron to the synthetics 
might “poison” the fluorescence without otherwise af. 
fecting the stone. Fortunately, since there has been no 
attempt to deceive on the part of any of the manufac- 
turers, the question has not come up. 

Next, the refractive index, as determined by an in- 
mersion of powder in an oil of known refractive index, 
is distinctly lower than that of any natural beryl. This 
also is probably due to the purity of the synthetic. Again, 
elements like caesium can substitute for beryllium in the 


Poor quality oval Chatham synthetic seen 
under the microscope showing swarm of typ- 
ical inclusions. Enlarged about 5 times. 


natural stones and have the effect of raising the refrac- 
tive indices. The introduction of an alkali element, to 
substitute in the synthetic, might also have the effect of 
raising the refractive index and eliminating this difference. 
As they are today, the Chatham synthetic emeralds have 
the following indices: N. = 1.561; N, = 1.565. Since 


(Please turn to page 224) 
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TO INCREASE DIAMOND SALES WITH 


Magic Circle” Diamends 


Do your diamond sales need a hypodermic needle! Here’s the answer to lagging business in 
any alert jewelery store! Magic Circle diamonds are the diamonds in demand because they 
are promoted .... they are guaranteed .. .. they have the patented highly polished girdle 
that gives the appearance of greater size—and they are outstanding values that enable you 
to offer your customers better diamonds for less money! It will pay you well to investigate this 
fast selling brand ... an exclusive franchise for your city may be available if you act promptly! 
And there’s a complete merchandising and promotional package plan for dealers! Magic Circle 
diamonds offer one certain way to build greater customer confidence and added profitable volume. 


If you aren’t familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself 
just what tremendous diamond sales may be yours by featuring Magic Circle 


diamonds in your city. In addition, Magic Circle diamonds may be purchased 
loose or mounted. 





Magic Cercle Diamonds are Created and P2Produced ty 


The RUDOLPH DEUTSCH COMPANY 


Diamond Cutters - Manufacturing fewelers 
*Registered in the 
U.S. Patent Office 1258 EUCLID AVENUE e CLEVELAND 15, OHIO 
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Cartier Showing 





Observes Centenary 











(Above) Jeweled tropical bird clips perched on white velvet 
. branches in modern glass case. (Above, right) Fabulous neck- 
- lace with 107-carat Alexander || emerald mounted in detachable 

clip. Whole necklace is worth $1,000,000; clip alone $700,000. 

(Below, right) Large, decorative gold bird clip has ruby head 

collared in diamonds. Plumage is dotted with pendant cabochon 

rubies which may be removed leaving shorter diamond feathers. 


NE hundred years of creative designing in precious 

jewels, gold and silver, was celebrated by Cartier, 
Inc., renowned Fifth Avenue jewelers in a preview for 
the press of their latest creations, on Monday, Nov. 10. 
The exhibit was of exceptional interest not only for its 
historical significance, but even more perhaps, because 
the jewels displayed by so outstanding a firm furnished 
a clear indication of the present day fashion trends in 
fine jewelry. 


Symbolizing the span of time between 1847 when 
Louis Francois Cartier, grandfather of Pierre Cartier, 
present head, founded the firm in Paris, and today, were 
two cases, one of each period, showing jewels of the 
time. In the 1847 case was a necklace of amethysts set 
in gold filigree, and a diamond flower brooch mounted 
in gold and silver loaned by the Metropolitan Museum 
of Art. The 1947 case held a rarely beautiful necklace 
of square, baguette and round diamonds, double strand 
at the front. 

The “Love Dart" 


Specially featured was a unique display of jeweled stin,.-4n gate, 
tropical bird clips perched on white velvet branches in features coral 
a modern glass cage. Many were large and highly dec- peer oer 

: ‘ : y a diamond 
orative featuring long graceful plumage patterned with feathered arrow. 


(Please turn to page 227) 
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or Hit" 
Rush Orders... 


Special selections of Gemstone Rings 
are available to solve the last-minute 
holiday-rush requirements of. the 





Jeweler... In exclusively-styled 14 Kt. s 
Gold or Platinum mountings to retail 
" from $25 to $5,000 























































Clerks have immediate sales contact with 
a customer as soon as he enters this long 
narrow store. Five blond oak showcases 
and three wallcases display merchandise. 





Customer Contact 
From Door 


To Counter 







In sleek and slim quarters, Sperry's has 
achieved a solid sales sendoff. Victor 
Sperry, co-owner, keeps interest high by fre- 
quent changes of goods and background. 


Salespeople at Sperry's have no trouble 
answering everyday questions about mer- 
chandise. Mr. Sperry drills his clerks 
thoroughly in basic knowledge of jewelry. 


by GEORGE LAWSON 


HERE is small likelihood that customers who shop 

at Sperry’s, in Shawnee, Oklahoma, will ever com- 
plain that they “stood around and nobody waited on 
them.” In this long and narrow store sales people have 
a compulsory propinquity with all customers which ex- 
cludes the possibility of such grievances. 

Established last May, the store stretches fifty feet in 
length, and is only ten feet wide. Merchandise is dis- 
played in five blond oak showcases and three wallcases 
which line one side of the store. A gift shop occupies a 
niche at the back of the store. 

Victor Sperry, co-owner of the business, likes the long 


and narrow quarters. 


He says: “When a customer stops at the diamond 
counter, we know what he wants, and govern ourselves 
accordingly. There is little “just looking” in the store. 
As a result of the arrangement, we have contact with a 
customer as soon as he enters the doorway. There are 
no customers wandering about haphazardly, getting lost 
in the shuffle, and entirely escaping our attention. The 
store is wide enough to eliminate traffic jams and permit 
leisurely inspections of merchandise, but narrow enough 
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mporters of GENUINE ZIRCONS, 
the only stone house specializing exclusively in GENUINE 
ZIRCONS. We have available for immediate delivery any 
quantity of beautiful blues and whites in all sizes. Qualities for 
every grade of jewelry from Sterling to Platinum. Original 


lots for quantity users. 


JAMES A. DRILLING COMPANY,®<. 45 
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so that when the patron is ready to buy, there is a clerk 
within easy reach.” 

Incandescent and fluorescent lighting, deep rose carpet- 
ing, mirrored backing for wallcases, a structural tan glass 
front trimmed in black glass, and a wide entrance and a 
spacious show window, are features that combine to make 
the new store a nice addition to the “main stem” of the 
Southwest city of 30,000 residents. 

Believing apparently in the saying that if you get close 
enough to money, some of it will stick to you,’ Vic Sperry 
located his store in a top spot in downtown Shawnee 
near two banks. 

The gift shop is the responsibility of Mrs. L. F. Vande- 
erift, wife of a co-partner in the business, a Shawnee 
restaurant operator. Gift shop lines, as is other mer- 
chandise, are priced to fit average pocketbooks. Glass- 
ware, figurines, ash trays, cigarette boxes, carving sets, 
etc., are all under a fifteen-dollar price maximum. Many 
gifts range from one to five dollars in price. By stocking 
a varied assortment of modest-priced gift items, the 
jeweler has sparked a lively traffic of shoppers for bridge 
parties and showers. 

“We are geared to serve Mr. and Mrs. Average,” em- 


Customers of Sperry’s, Shawnee, Okia., 
never have to complain about being 
neglected. Long, narrow interior 
permits contact with customers from 


front entranee to gift shop in rear. 






























phasized Mr. Sperry, “for the simple reason that ip the 
long run, the very long run, it is this income bracket 
that produces the biggest volume of business.” 

The solid sales send-off achieved by the new firm was 
given a big lift by its advertising campaign. Victor 
Sperry’s experience in the jewelry field before he estab. 
lished the present store covered only five years—three 
years of selling in another Shawnee jewelry store and 
two years in a watch repair shop. But he is handling 
his advertising program like a veteran. For Vic Sperry’s 
money, radio and newspaper advertising pay the most 
dividends, although he is assembling a mailing list to be 
used a couple of months before Christmas. Customers on 
this list will be mailed a complete catalog containing 
illustrations and prices of every item in the store’s stock; 

An allocation of $250 per month has been made for 


(Please turn to page 228) 















Wallcases and showcases at 
Sperry's are changed once 
a week to keep interest in 
the displays from palling. 


Policy of stocking a good 
quantity of gift merchan- 
dise at prices within the 
reach of limited budgets 
has sparked a lively traf- 
fic in this gift section. 
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Diamond Zings 
Yiamond Carvings 
Diamond Watch Alachments 








Established in New York City Since 1914 





EWELRY 


H.&J. BLITS 


ae cutters 


64 west 48th street, -n. y. 19 
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“Society Column 
Of the Air 
Sells the Ladies 








Instead of advertising on the 
society page, Hausmann Jewelers 


tie in their promotions with 





news of social events on the air. 


Newspaper ad heralding the new 
program asked readers to submit 
social notes to store's reporter. 


HEN you're selling to a certain group, look 
around to find the things that interest that group. 
Then tailor your advertising around the interests the 
customers already have, instead of trying to build a new 
interest. Thus you'll have an advertising formula that 
pays off in profits right from the start. 

Searching for a method of reaching women in the 
upper income brackets who are the natural prospects for 
higher-priced quality jewelry, silverware, watches, gifts 
and costume jewelry, Hausmann’s Jewelers, in New 
Orleans, remembered the sage advertising formula above. 
In following it, the store devised a new kind of radio 
program, until then unheard of in New Orleans. The 
program which has been so successful in selling middle 
and upper-income bracket women for Hausmann’s 
Jewelers is a “Society Column of the Air.” 

“And it does a very fine selling job,” reports Henry 
Hausmann. 

“We. were looking for a way to reach upper-income 
women of the Crescent City without a lot of waste cir- 
culation and waste advertising effort involved in doing 
it,’ Mr. Hausmann says. “So we posed a question to 
ourselves: What interests did these women have? 

“If a right answer to that question could be discovered, 
we knew that we'd be ‘in’ as far as finding an effective 
advertising medium. What we wanted was something 
that reached the right customer group, without waste 
circulation. By waste circulation, I mean advertising 
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by BETTY LEE GOUGH 


money expended to reach people who could not possibly 
buy—or be interested in—what we were selling. 

“When it came to finer, more expensive pieces, par- 
ticularly higher-priced giftwares from our gift salon, we 
knew that the prospects we wanted to reach were nearly 
all in the group usually referred to as ‘society women. 
So we asked ourselves what interested these women? 
What sections of the daily newspapers did they read? 
Men in all income brackets go for the sport pages and 
the comics. Both men and women go for the main news 
sections. Women read the homemaking pages. The 
society pages were read mostly by women in the upper 
income groups. 

“One way in which we might have capitalized on this 
interest pattern was the old, familiar method of placing 
our advertising on the newspapers’ society pages. Other 
jewelers do this. Department stores and gift shops do it. 
Using society page space, we would be competing for the 
attention of the customers we wanted to reach with these 
other stores. 

“So then we hit upon a different scheme. It’s entirely 
new, at least in the New Orleans area. And it has proven 
vastly effective in practice as an advertising medium. 


(Please turn to page 229) 
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The Cardinal Principles of Fine diamonds... color, clarity, proportion and brilliance 
...are guaranteed in a Cardinal Bonded Diamond Ring. A reputation for quality 
that has been built and maintained for more than 60 years. Each 
stone in a Cardinal Bonded Diamond Ring is selected 
with the greatest care. . . then mounted in 

| modern settings of the finest 


precious metals... 





BONDED DIAMOND RINGS 


NATIONALLY ADVERTISED IN LEADING MAGAZINES 


CARDINAL DIAMOND SYNDICATE « BAUMANN-MASSA JEWELRY CO., ST. LOUIS, MO. © E. BASTHEIM & CO., LOS ANGELES, CALIF. « J. M. BENNETT CO., MINNEAPOLIS, MINN. 
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Cash in on Customer Complaints 


Many jewelers don’t look upon complaints as advantages, but 


they ean be just that by pointing out the inadequacies in your 


business and foreing a ferreting out and elimination of them. 


HEN an irate and complaining. customer comes 
into your store, you can handle him in two ways. 





First, as is too often the case, he can be given the well-° 


known brush off and allowed to leave the building 
grumbling and dissatisfied, thus to be lost as a valuable 
friend and source of business. Handled correctly, how- 
ever, this same customer can usually be kept on your list 
of loyal business friends. And in addition, he can be of 
help to you by his mere complaining because in so doing, 
nine times in ten, he will be pointing out some inadequacy 
in your business. 

An adequate system for handling complaints has two 
main functions. Primarily, it should serve to adjust com- 
plaints and still maintain as many customer-store friend- 
ships as possible. But in addition, such a system should 
aid in locating festering sources of complaints (if any) 
within the store. so you can do all possible to eliminate 
them. 


CUSTOMER HANDLING: 


When dealing with complaining customers, consider 
the following suggestion: 

1. Go at the matter with an attitude of “the customer is 
always right.” This does not necessarily mean, of course, 
that the customer need be given the store. But it does 
indicate that the customer should be given a sympathetic 
hearing, with the store admitting at the outset the possi- 
bility that it might have been in the wrong. 

2. When interviewing a complaining customer, one 
should listen attentively. There should be no evidence of 
boredom, lack of interest, or disbelief. An attentive atti- 
tude flatters the customer—tends to put him in a more 
conciliatory mood—and in addition, aids the interviewer 
in getting the facts more clearly in mind. 

3. The interviewer should be objective. Should strive 
to see both sides of the matter complained about. 

4. The complaining customer should be given a quick: 
hearing. He should not be forced to wait, to stand around, 
etc. To do so simply makes him angrier. Moreover, he 
should be given as quick a decision on his complaint as 
possible. To cause unnecessary delay tends to create 
suspicion and distrust in the mind of the customer. 

9. The interviewer should have the power to act— 
should be empowered to settle with as little delay as pos. 
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by MAC HAMILTON 


sible the great majority of complaints. No customer 
wants to be shunted from person to person, voicing the 
same gripe at each new interview. Once should be 
enough. 

6. Needless to mention, the interviewer should always 
be courteous, should smile, and strive for friendship and 
pleasantness. Gloominess, sarcasm, etc., will only add to 
the complainant’s ire. The interviewer should be both 
understanding and firm. He should not, of course, take 
on a condescending attitude. 

7. Every effort should be made to send the customer 
from the store with a smile on his face. If his complaint 
is justified, he should receive an apology, and whatever 
restitution necessary should be made. Remember, the 
idea is to keep this customer and his friends as your fu- 
ture customers. 


FERRETING OUT CAUSES OF COMPLAINTS: 


Causes for some customer complaints exist in virtually 





any store. But every effort should be made to keep these — 


causes at an absolute minimum. Here are ways: 

Keep a record of all complaints which come into the 
store. Classify them according to type. Generally, com- 
plaints stem from one of the following sources: unsatis- 
factory merchandise, improper amount of merchandise, 
poor store service, rude store personnel, etc. 

Let your record system show you the main sources of 
the complaints within the store. Then, when these sources 
are known, put into practice the correct remedy. 

For instance, if many complaints arise as a result of 


rude personnel, then doubtless some training is in order. ; 
In such a case, personnel should be taught the techniques — 


of public relations, customer handling, etc. They should 


AS 
Ate 
aK 


also be taught the good will value of a ready smile, 4 
methods of handling irate customers, and how always to — 


keep the store’s best foot forward. 
If complaints arise because the store frequently sends 


an incorrect amount of merchandise, then perhaps a store © 


system is at fault. Check and find out where the in- © 


adequacy lies, and then make the necessary corrections. 
(Please turn to page 229) 
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Spacious interior of Doubes 
store. Entrance to basement 
gift department is at reo, 
of store; entrance to second 
floor by a stairway at left. 


by A. M. ROURKE 








Reserved Opening Promotion 


Attraets Seleet Customers 


Carl A. Doubet wanted only potential 
eustomers at his opening, not ““free gift’ 


erowds. His announcement did the trick. 


HEN Carl A.. Doubet moved his jewelry store 
across the street from Eighth and Edgmont 
Avenues in Chester, Pa., where it had been located for 
several years, to completely remodeled quarters in a set- 
ting of dignity and beauty, he wanted to do something 
to impress prospective customers. Yet he wanted to avoid 
attracting “the riff raff” who usually mob any place offer- 
ing free gifts, then never come back to buy. Now that 
the formal opening is over, and business is going on even 
better than usual, his only regret is that he did not order 
more gifts, that he underestimated the number of old 
customers and prospective new customers who would 
come. 

The Doubet store did not have a complete mailing list. 
Although Mr. Doubet had been in the jewelry business 
in the Chester area since February 25, 1914, he was afraid 
that the mailing list he had compiled was not complete 
enough to assure his reaching all of his customers with 
direct-mail announcements. To reach some and not others 
might do more harm than good, might actually destroy 












Local newspapers gave edi- 
torial mention to opening 
of the new store and played 
up Mr. Doubet's experience 
as a local businessman with 
emphasis on the fact that 
he has been established in 
Chester, Pa., since 1914. 
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Cutting Works: , London 
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RUBIES - STAR RUBIES + SAPPHIRES © 
CAT'S EYES - EMERALDS + PEARLS 


We have a large stock of Precious Stones mounted and 


‘unmounted from which to make your selection. | Let us co 


operate with you on your special calls. 


608 Filth Avenv® 
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Newspaper announcements were used 
to notify public of store opening. 


{ 


business and create hard feelings and jealousies. So he 
limited his direct-mail announcements to wholesalers 
whom he wanted to be sure knew his address. 

The announcement to the public was made through 
newspaper advertising, using a pen and ink sketch re- 
sembling an open formal announcement and the words, 
“You are invited to attend our Formal Opening.” The 
remainder of the ads included an invitation to “Stop in 
and see our fine selection of . . . (various nationally ad- 
vertised products) ,” and the offer of additional services 
such as delivery, charge or credit payments, and, of 
course, the store name and address. This format was 
followed in newspaper advertising in three local news- 
papers which assured ample coverage in the city of 
Chester and the suburban area immediately surrounding 
it. Three times a week these ads appeared for the two 
weeks which the store was located in the new quarters 
but not “officially open,” although doing business. 

Two weeks elapsed from the time the store was open 
until the date of the formal opening because Mr. Doubet 
took advantage of the opportunity to get into his new 
store as soon as possible. It was not until over a week 
later that decorations were completed. Friday was 
selected, because in the industrial city of Chester Friday 
is “The” day for merchants. Stores are open all day 
and in the evening, and the business which might be 
obtained on Wednesday night and Saturday in such cities 
as nearby Philadelphia, is concentrated on Friday and 
Friday night in this town. 


NO NOTICE :OF FREE GIFTS 


Newspaper advertising, their only way of notifying 
customers, did not carry any notice of the gifts to be 
presented, because Mr. Doubet realized that too often 
the recipients of the gifts attracted by advertisements 
offering “something free” were not really prospective 
customers. And the crowds of prospects of questionable 
value might actually discourage the more desirable pros- 
pective customers. Nevertheless, everyone who entered 
the store, whether out of mere curiosity, or the desire to 
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buy, was presented with a gift as soon as he or she ap- 
proached the counter. The gifts were presented from 
behind the counter rather than at the open door so that 
only those who actually had a chance to see the mer- 
chandise -would receive them; passersby on the street 
would not be attracted. 

It might be expected that this method of distribution 
would not attract a large number of customers. Mr. 
Doubet felt that he was quite safe in stocking only one 
thousand metal purses, perfume holders for the ladies and 
a total of one thousand key chains and sets of playing 
cards for the men. He underestimated the number of 
guests by several hundred, and clerks were obliged to 
take names and addresses and promise a gift in the near 
future as soon as more stock is obtainable. Whether this 
steady flow.of customers was due to rapid spreading of 
the word by those early birds who received their gifts in 
the morning or early afternoon, or whether a very large 
group of people were attracted by the modern decora- 
tions and the newspaper advertising, could not be accu- 
rately determined. Employees were not instructed to ask 
customers why they had come in. But, perhaps some of 
the advertising in the newspapers, and some of that valu- 
able “word-of-mouth advertising,” and the attractive ap- 
pearance of the store, each accounted for a good part of 
the crowd. 

Actually, there was no “crowd.” Doors were not 
pushed open by eager waiters, and mobs never cluttered 
the store. The customers came in a steady stream through- 
out the day and particularly in the evening. This, too 
was probably because the crowds who usually “get there 
early before the free gifts run out” were conspicuously 
absent. Since customers were not coming in primarily 
for gifts there was no need to rush in at nine a.m. Wo 
of mouth advertising naturally spreads slowly, and those 
who did learn about the gifts received the information 
at various times and thus automatically failed to create 
the usual unnecessary congestion. Those who received 
gifts seemed pleasantly surprised and more pleased than 
they would have been if they had come for that purpose. 

(Please turn to page 230) 
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Layofis No Bogey 


To Credit Buyers 


At Ben Tipp’s 


HOSE of his fellow jewelers who know Ben Tipp 

of Seattle will not be surprised to hear that he has 
come up with another out-of-the ordinary sales stimulat- 
ing campaign. Over the years, Ben has earned a repu- 
tation for being one of the most original and aggressive 
merchandisers in the retail jewelry field, and his latest 
effort is a good example of his hard-hitting methods. 

Perhaps the idea may be a little too drastic to appeal 
to most jewelers, but there may be some here and there 
who could use it, and for their benefit, we are presenting 
it here. 

Like many jewelers, Mr. Tipp found sometime ago that 
sales were slowing up. Careful study of the situation con- 
vinced him that the reason was that many of his cus- 
tomers, although they wanted to buy the things he was 
offering, were hesitant about committing themselves for 
future payments because of the predictions they were 
reading here and there about a depression being “just 
around the corner.” These customers—wage earners for 
the most part—feared that if a depression came, it would 
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by M. L. CLARY 


This window sold everything from 
pipes and typewriters to watches, 
for Ben Tipp, Seattle, Washington, 
retailer, who featured his "No 
Work, No Pay" policy advertise- 
ments as a part of the display. 





Another window featured the newspaper 
ad exclusively as a variety of close-up. 


mean the loss of jobs, or at best some lay-offs, and that; 
if that happened, they might find it difficult to meet future’ 
payments even though these payments presented no diffi’ 
culty on the basis of today’s earnings. i 

Firmly convinced that the prophets-of gloom were® 
mistaken and that the United States is not threatened ® 
with any serious recession, Mr. Tipp backed his belief | 
with a smashing campaign whose theme was “No work— 
No pay.” In other words, the customer could contract 

(Please turn to page 240) 
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J7-1234—White gold diamond bracelet, 10 diamonds, $400.00 









J7-1236—Yellow gold 
diamond Masonic ring, J7-1237~—Yellow gold 
6 diamonds, $200.00 diamond pin, 15 


diamonds, $800.00 
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37-1238 — Platinum 37-1239 — Platinum 
Masonic emblem, 8 Shrine emblem, 8 
diamonds, $90.00 diamonds, $120.00 
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PHILADELPHIA 6, PA. 
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Customer Experience 
Makes Sueeess of 


Unusual Venture 


N busy little Visalia, Calif., gateway to the Sequoias, 

the town’s favorite dentist has become one of its 
favorite jewelers. The man who combines these two 
almost incongruous talents is Dr. Leonard Lipson, a com- 
paratively new entrant to the jewelry business, who has 
a most unusual merchandising formula. 

In a nutshell, his formula is this: “Anything that will 
sell, we'll carry.” By “anything,” Dr. Lipson related, he 
means any type of good jewelry, giftwares, silverware, 
appliances, cameras, and small housewares that a person 
can carry out—all of it merchandise ideally suited to 
gift giving. 

This merchandising idea is based on Dr. Lipson’s be- 
lief that the jeweler should make it unnecessary for his 
patrons to shop elsewhere when they want to buy a gift. 
“In a jewelry store such as ours, especially where such a 
big volume of credit business is done, the handling of 
any lines that would be likely to be bought for a gift is 
a natural.” : 

After all, he reasoned, most of the sales that the jeweler 
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Front of Leonard store presents 
this modern appearance with its 
waist-high showcase display win- 
dows leading to the full-length 
windows at each side of doorway. 


by JEAN SAWYER 


Console radio plays in lobby of 
the store to attract customers. 
Browsing in store is encouraged 
and salesmen never push a sale. 





Being a eustomer taught Dr. Leonard 
Lipson, Visalia, Calif.. dentist, a 
lot of do’s and don’t’s, so he opened 


a jewelry store and put them to use. 


makes are for gift items, whether it be a diamond wedding 
ring, a sterling tray, or a watch. Why shouldn’t it be 
logical then for these same patrons to purchase other 
gift items, such as fountain pens, cameras, and small 
radios, from their favorite jeweler? That they prefer to 
make all of their gift purchases from a jeweler, if he 
knows how to merchandise and promote these lines most 
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‘Bluebird Diamond Rings 
in Our Three Stores” 


Guaranteed perfect diamond rings by 
Bluebird are a “must” in every com- 
munity. These famous flawless dia- 
mond rings add prestige to the store 
and are consistently winning new 
satisfied friends. 

With ever increasing volume, the 
Bluebird franchise is a valued asset, 
backed with consistent national and 


~ SIGMUND SORG, INC, 
dealer advertising and display. 
Bluebird was the first guaranteed 
perfect diamond ring line in America. 
Less than [% of all the diamonds 
mined meet Bluebird’s standard of 
quality. 
There may be a franchise open in 
your community. Write today for full 
information. 








55 East Washington Street 


DIAMOND SYNDICATE 


Chicago 2, Illinois 
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IF IT’S A BLUEBIRD, IT’S A PERFECT DIAMOND RING & & 
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effectively, has been borne out by Dr. Lipson’s experience 
in the three. years that he has owned Leonard’s Jewelry 
Store. 

Leonard’s does a splendid volume in watches, diamonds, 
and silverware, the jewelers’ “bread and butter” lines. 

“However, we find that the patron who is buying a 
watch as a gift is oftentimes in the market for, say, a set 
of aluminum cookware, a fountain pen, or a camera for 
herself or for gift giving,” Dr. Lipson said. This is par- 
ticularly true in the big gift seasons such as June and 
December, and at Leonard’s it has proved to be an all- 
year ‘round boon. 

“The patron likes the fact that she can put all of her 
purchases on one account, and she gets the same beau- 
tiful wrapping and sound professional advice on all 
merchandise. It also saves her shopping time and wasted 
footsteps,” he pointed out. 

For a small store in a small town (population 9,000), 
Leonard’s is highly departmentalized—and efficiently so. 
New departments are not added haphazardly. In most 
cases small quantities of merchandise were added to the 
stock, and when it was found that they met with good cus- 

(Please turn to page 240) 


Store's advertising 
stresses the varied 
lines of firm which 
handles many items 


which would be like- 
ly sought as a gift. 
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Operating on the belief in sell- 
ing anything that the customer 
can carry out, this small appli- 
ance and housewares section in 
center of the main floor is im- 
portant in building store volume. 





Housewares and appliances 
are advertised and merchan- 
dised same as jewelry line. 




















Leonard's busy camera depart- 
ment started as a small sideline 
and is now one of stellar attractions. 
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| Season s Greetings 


As the old year draws to a 
close ...as we enter the 
threshold of the new year, 
we pause to send Greetings 
and Best Wishes to our 
many friends in the 
jewelry industry. 
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387 CHARLES STREET + © © «© PROVIDENCE 4, RHODE ISLAND 


America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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Over the Counter Credit 


Ups Volume at Less Cost 


Cooperative plan of New Orleans retail 
merchants takes involved checking out 
of opening an account and makes credit 


purchases as easy as a cash sale. 


by DAVID MARKSTEIN 


HE customer, a stylishly-dressed woman in her early 

thirties, held the bracelet up to the light. She put it 
down again, then picked it up and twined it around her 
wrist. 

“T like it,” she said to the sales woman, “but it costs 
$185.00. That’s more than I can comfortably put out at 
one time right now. What sort of terms could I arrange 
for payment?” 

“Why, that’s up to you,” the sales woman replied. 
“How would you like to pay? If you have charge ac- 
counts here or at any of the New Orleans department 
stores, we can arrange whatever sort of term payments 
you want right now. , There won’t be any need for you 
to see the credit manager or to sign any long credit de- 
partment forms. Let me know the terms you’d like and 
we can fix things up in a jiffy.” 

That’s the way credit selling is done today at White 
Brothers, a large New Orleans jewelry store on the 
Crescent City’s main drag, Canal Street. If such out- 
wardly slipshod credit selling methods look dangerous 
to you, then consider this: Benjamin White, head of the 
New Orleans store, reports that, as a first result of his 
new credit policy that was instituted only recently, the 
store has had a flood of new credit customers, and conse- 
quently has enjoyed a considerably increased volume of 
sales. As a second result, he reports that the store has 
taken on no more bad credit risks than would normally 
be expected from the regular close checking of credit 
references that White Brothers, along with other credit 
jewelers, had done as a matter of course until ‘the new 
policy was put in this past September. 

“Let me qualify that,” Mr. White cautions. “We have 
had no bad credit for one reason. The reason is that we 
have been careful about the persons to whom we ex- 
tended this easy-to-arrange new credit plan. Since one 
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Newspaper ads like above, explaining 
easy credit plan, has brought White 
Bros. considerably increased volume. 


object of it was to cut out lengthy credit manager con- 
ferences for the customer, and to reduce the costs of 
credit office operations for us, this is not done individually 
with each customer. If we did so, we would be back at 
the old credit stand rather than carrying out an entirely 
new policy. 

“Customers who have established credit at other New 
Orleans jewelry stores, and at department stores of the 
city that belong to the local Retail Credit Merchants 
Bureau, are the ones to whom the policy is principally 
slanted. This group, of course, includes the majority of 
‘good’ customers of the Crescent City. How do we estab- 
lish whether they have charge or credit accounts at other 
stores without going through the regular channels of 
checking references? A cooperative set-up in which a 
great number of New Orleans’ downtown merchants join 
makes this easy. The set-up is the Charga-Plate deal. 

“In New Orleans, many stores cooperate by allowing 
charges to accounts—which must be established in each 

(Please turn to page 231) 
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Better Selling for Better Profits 


Part II: Analyze Your Sales Methods 


ET the economists squabble about when and how 

a recession may or may not come. One thing is 

sure: If we do right by our own jewelry business “bad 
times” may never reach us. 

Now is the time to plan so well and work so hard that 
no general circumstances can seriously impede our 
progress. 

With plenty of money still jingling in the consumer’s 
pockets, the months ahead will be good for most jewelry 
stores ... and extra good for those who know how to 
plan and sell competitively. You can enjoy a highly 
profitable, productive period—or you can miss _ the 
necessary steps to insure it and then the postwar era 
will never be what it might have been for you! 

One of the first essentials is a clear-cut picture of your 
whole business set-up as it affects sales. 


REVIEW YOUR BUSINESS 

The belief is being freely expressed everywhere that 
smart merchandising methods will become increasingly 
important . . . as general economic conditions continue 
to get farther away from the haphazard spending of 
wartimes. More and more people will scrutinize values, 
compare quality and service. 

Along these lines, if you are willing to exert a little 
extra effort to follow sound suggestions, here is a frame- 
work carefully calculated to assist your personal progress 
as well as that of the business in which you are engaged. 

1. What Type of Store Have You? Popular, medium 
or high priced. Neighborhood, city or county business? 
Does your store, your equipment, your sales promotion 
effort reflect the type of business you want to do? 

2. What Is Your Best Market? Have you charted your 
sales to see just where your business comes from? How 
much of it is nearby? How much distant? How much 
transient? How much from regular customers? Are you 
hitting the right market? Are you using the correct 
means to reach that market? What other methods can 
you try? 

3. What Are You Doing About Customer Develop- 
ment? About reviving inactive accounts? About getting 
regular customers to buy oftener? Do you aggressively 
go after NEW accounts? How? Can you decrease costs 
or increase your profits by stepping up volume? 

4. Do You Capitalize On Special Qualities? What are 
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by BRIANT SANDO 
Sales Counsellor 
Louisville, Ky. 


your special advantages, if any? Location, prices or 
service? Are they important? How far are they carried 
out? What is done to add to those qualities? Can you 
make them apply to a larger trade or a larger territory? 

5. What Are Your Objectives? Are they definite and 
clearly defined? Do you know exactly what you want 
to shoot at for the next year or two? For the next five 
vears? Is your entire personnel familiar with them? 
What efforts are being made to assure this? Do you 
realize that organization means more today than ever 


before ? 


The more you know about your business and its 
own particular problems, the less you'll have 
to worry about the general economic conditions. 


EXAMINE YOUR SET-UP 


The average jeweler is so close to his own operations 
that he can’t see the forest for the trees. It may be diff- 
cult to view your own store or physical set-up objectively. 
However, an impartial analysis of its good and bad 
points is vital to your future progress. 

6. How Does Your Entrance or Front Look? Is it 
modern? Does it look clean, attractive, inviting? Is 
the building in good repair? Are the windows clean 
and well-lighted? Do your signs need attention? Are 
they out-of-date in style, construction or lettering? 

7. What Is the First Impression Upon Entering? What 
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LinpE Synthetic Sapphire 
and Ruby are identical in 
physical and chemical 
properties to natural gems 








Synthetic Star Sapphire 


and 


WITH A “NATURAL” STAR 


Science has now reproduced the phenomenon 
of nature that causes the star to appear in sap- 
phire and ruby. The first public announcement 
of this achievement was made on September 
24th of this year. 

This is a real star—a "natural" star in every 
sense of the word, because it's inherent in the 
stone. 

In beauty, color, and sharpness of asterism, 
these synthetic star sapphires and rubies are 
comparable to the finest nature has given us. 

Only to the jeweler equipped for examina- 
tion are these gems distinguishable from nat- 
ural stones—to the naked and unpracticed eye 


they are not discernible from natural gems even 
when placed side by side with those of col- 
lectors’ quality. 

LINDE Synthetic Star Sapphires and Rubies 
are not mass-produced—that is why they vary 
in size, shape, and color, just as do the natural 
stones. Essentially a product of the laboratory, 
they are, and will continue to be, available only 
in limited number. 

Natural star sapphires and rubies compar- 
able to these superb LINDE synthetics command 
such high prices that they are for beyond the 
reach of most people. But LINDE synthetic 
stones offer the same lasting beauty within a 
moderate price range. 





LINDE Synthetic Star Sapphire and Star Ruby are distributed by 


Max Duraffourg Gem Company 


576 Fifth Avenue, New York 19, N. Y. 
Cable Address MAXDURAM °* Telephone BRyant 9-4161 

















type of merchandise do you see first? What do you 
pass as you proceed toward the interior? Is the place 
clean and neat and orderly? Are lighting fixtures suit- 
able? Can the store fixtures and equipment stand inspec- 
tion? 

8..Are All Goods Properly Located? According to 
volume and profit possibilities? According to customer 
convenience—for ease of selection? According to related 
merchandise? According to sales contributed per square 
foot? 

9.. Are Counters, Shelves and Fixtures in Good Order? 
Are your facilities for carrying stocks adequate? Are 
they arranged so that you and your customers can get 
around? So everybody can have easy access to every- 
thing? 


ASCERTAIN CUSTOMER'S ATTITUDE 


Everybody knows that the customer’s attitude towards 
any retail store is vital to its success. Hence, it pays to 
“sound out” a variety of customers .. . insuring a good 
cross-section of opinions . . . with a view toward cor- 
recting any errors or capitalizing on any special qualities 
that may exist. What does the customer really think of 
your place? 

10. What Does He Think of Your Stocks? Do you 
offer a complete assortment at all times? Do you stress 
the popular brands, the well-known and nationally adver- 
tised merchandise? Or do you always have a lot of substi- 
tutes . . . sometimes of inferior or unequal quality .. . 
or odds and ends you “want to get rid of?” 

11..How Does He Rate Your Prices and Quality? Does 
he consider your merchandise good value at the prices 
you are asking? Does he feel that your quality is genuine 
. . . that your every word is believable? Can he buy 
with confidence in your store? Does he believe that you, 
your goods and your service are always dependable? 

12. What Does He Think of Your Service and Per- 
sonnel? Does he think you are fair, prompt and cour- 
teous? That you and your assistants are efficient and 
helpful? Does everybody in your place make customers 
want to come back? Or do some of them still have that 
wartime complex, “customers are a nuisance’—let *em 
shift for themselves? 


13..How Do You Know What the Customer Thinks? 
Have you really made a check of public opinion as related 
to yourself, your business methods and your business 
itself? Do you ask various members of your organiza- 
tion to report to you the things they see and hear at 
different times? Or do you just guess at this important 
point, or consider your own opinion adequate? You 
might be surprised! 


COMPARE WITH COMPETITION 


A factor of some importance in your advance plan- 
ning may be your competition. Instead of idle talk or 
worry about this, why not check off and set down on 
paper just how your store stands with your present com- 
petition . . . and with any other that might come along 
in the foreseeable future? 


14. What About Prices? Quality? Volume? What are 
the reasons, if any, for inequalities? What should be done 
to equalize them? How can you grasp the leadership in 
at least certain lines? 
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15. How Do Your Customers Regard Your Competi. 
tion? How does the store in the next block (or across 
the street) compare in your customer’s mind, on the 
various points mentioned above? Why does he buy 
some things in your place and the rest somewhere else? 
What can you do to get all his business? 

16..What Main Differences Between You and Your 
Competition? Are they good or bad for you? What are 
you doing to sharpen the favorable distinctions . . . to 
help yourself and your jewelry store to rise above com- 
petition through various superiorities? 


CHECK YOUR PERSONNEL 


You and your personnel ARE your business from the 
standpoint of customer contacts. The opinions formed, 
whether good or bad, are usually based on people’s 
reactions to yourself and your associates or assistants. 

A common source of customer dissatisfaction is lack of 
courtesy and consideration; lack of interest in the cus- 
tomer and his problems. That was intensified during 
the years of scarcities and rationing, so that even the 
best people are still having trouble getting over it. Why 
not talk less about things from your viewpoint or selfish 
angle—and more about everything from the standpoint 
of the customer’s problems or desires? 

















Postwar opportunities are here now, 
if you don't close the door on them. 


17..What Is the Caliber of Your Organization? Do 
some of your personnel problems show through to your 
customers? Are your helpers thoroughly alert? Co- 
operative? Are those who work “behind the scenes” 
skilled in their jobs? Are those who meet the public or 
who handle trade carefully chosen to represent you? 

18..How Thoroughly Are Your Assistants Trained? 
Do you give them all the help and training they need? 
Personnel reached such a low point in wartimes, that 
the effects will be felt for years to come. Are you up- 
grading as fast as possible? Are all those who sell taught 
the importance of the smile? The friendly approach? 
How to present merchandise? How to increase the aver- 
age sale? The fundamentals of suggestive selling? 

(Please turn to page 244) 
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FOR A RUSH CHRISTMAS SALE 
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Keep your ALLEN CATALOG convenient at all times, especially from now until 
Christmas. Use it to replenish your stock or make that special sale. 


This new 1948 catalog has a comprehensive listing and illustrations of Diamonds, 
Rings, Watches, Jewelry, Plated Silverware, Sterling Silver, Clocks and Novelties, 


from which to make your selections. 


ALLEN service to jewelers has been. dependable for more than 80 years, under all 
conditions, and we invite you to let us prove it during December and at all times. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


EFPICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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TWO WINDOWS FOR FEBRUARY 
(From page 149) 


productive display program for the year. And now 
you'll have a place to file all those snappy “June in 
January” ideas where they will do some good—you know, 
the wonderful Christmas idea that occurs to you in the 
middle of July and is completely lost to mind by Decem- 
ber Ist. And you'll be surprised how many ideas will 
come to you out of the blue while you’re working on 
such a schedule as this. Put them all down and they'll 
be where you can find them when you need them! 

When you’ve finished your year’s outline and start 
getting back to January again, here’s how to put to- 
gether the two displays illustrated this month. 

The valentine on the background of the first display 
is made by cutting a scalloped edge on a large rectangle 
of pale blue showcard board and mounting on it a 
heart-shaped cut-out of red showcard board on which 
a silhouette of a pretty girl’s head, either photograph 
or drawing, is mounted. Paint a gay peasant flower 
design on the board and have it lettered “To My Valen- 
tine.” For elevations, use either wooden cubes with 
red flowers painted on a pale blue background or cover 
boxes in flowered gift wrapping paper in the same 
colors. Suspend lengths of blue ribbon against the back- 
ground and attach red satin hearts to them. Another 
heart cut-out, padded and covered with pale blue satin 
is used for displaying jewelry pieces. Floor should be 
red and background white or pale blue. 

For the second display, heart-shaped frames are cut 
from heavy cardboard or composition board and fitted 
with small shelves for holding jewelry boxes. The shelf 
is simply'a rectangle of similar board slotted to fit the 
heart, as shown in the small outline drawing. Both 
frames and shelves may be covered in red satin or 
velvet or even red paper. These units may be hung 
from the window ceiling with wide red ribbons as 
shown in the sketch, or an easel from the shelf will sup- 
port them on the floor or on elevations. A large red paper 
heart carries copy and two-inch satin ribbon is used for 
showing charms—always a good item for Valentine gifts. 
A complete charm bracelet should be shown in the ribbon- 
draped heart. The little figures dressed in Valentine cos- 
tume—heart-shaped bodice and ballerina skirts edged 
with.tiny hearts are not essential, but they add interest 
to the display. You may have homeone who can dress 
small dolls in this fashion or they may be crepe paper 
table favors or made in paper sculpture. Additional mer- 
chandise is shown on conventional step elevations. Small 
satin hearts are scattered against the background wall. 





EVERY CUSTOMER A FRIEND OF THIS STORE 
| . (From page 153) 


that instead of buying one ring now, as people in the 
olden days did, they buy a diamond engagement ring, a 
diamond wedding ring and a man’s wedding ring. We 
also handle all the leading brands of watches, fountain 
pens, silverware—in short, all the things one usually finds 
in a fine jewelry store. 

“However, our sales leader is the diamond and ring 
department. And we make sure that it will be kept lively 


208 





PARTIAL LIST OF 
B. P. & M. WHOLESALERS 


MIDDLE ATLANTIC 


NEW YORK 


Leon E. Fisher Co., Inc. 
100 State Street, Albany 


Present Co. 
1115 Temple Bldg., Rochester 


Lipsett & Hill Inc. 
170 Franklin Street, Buffalo 


Chas. E. Rinker 
Exchange Bldg., Binghamton 


NEW YORK CITY 
Alma Service Co. 
72 Bowery 


Block Bros. 
15 Maiden Lane 


Gordon & Cortright 
15 Maiden Lane 


David Karp Co. 
31 W. 47th Street 


Klein, Muller & Horton, Inc. 
21 Maiden Lane 


Harry Newburg 
15 Maiden Lane 


NEW JERSEY 


Moore & Son, Inc. 
9 Franklin Street, Newark 


PENNSYLVANIA 


Bernard Bartikowsky 
37 W. Market St., Wilkes-Barre 


Feigenbaum Bros. 
717 Liberty Avenue, Pittsburgh 


Jack Kellmer Co. 
722 Chestnut Street, Philadelphia 


H. B. Light & Co. 
503 Clark Bldg., Pittsburgh 


Alex Lopatin & Son 
738 Sansom Street, Philadelphia 


Leon Miller 
717 Liberty Avenue, Pittsburgh 


Samuel Weinhaus Co., Inc. 
808 Liberty Avenue, Pittsburgh 


David Weis & Co. 
717 Liberty Avenue, Pittsburgh 


NEW ENGLAND 
* MASSACHUSETTS 


Mauran Watch Co., Inc. 
373 Washington Street, Boston 


Solomont & Ettinger 
5 Bromfield Street, Boston 


RHODE ISLAND 


Louis H. Pastore Inc. 
l111 Empire Street, Providence 


Balance of list will follow monthly. 
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by newspaper and radio advertising whose constant theme 
is to emphasize our reliability and the reputation for 
honesty and integrity which we have built. Naturally, we 
back up that advertising by always maintaining a fine 
selection of high quality diamonds and mountings, and 
strive constantly to keep our old customers satisfied as 
well as trying to add new ones. 

“Diamond sales in Oklahoma City have been better in 
the last two years than ever before and the demand for 
larger stones has greatly increased. The trend is to buy 
better quality with larger unit sales. With more money 
in circulation than ever before the jewelry business the 
past two years has been the best I’ve seen it in my 55 
years’ experience and I believe this trend will continue 
for at least two more years. 

“We impress upon our employees that the success of 
the store largely depends upon service given the customer, 
namely—truthful transactions, courteous treatment and 
the ability to make them feel that B. C. Clark Jewelry 
Store is their friend. We employ seven watchmakers, 
three jewelers, and have a staff averaging 21.” 


ADVERTISING IMPORTANT TO SUCCESS 


Mr. Clark believes advertising is very important to 
retain and increase a store’s sales volume. He said, “We 
advertise three times in the newspaper each week and 
sometimes oftener if the occasion arises. We use both 
the daily newspaper and the local weeklies that are pub- 
lished in this area, and spend approximately $10,000 per 
year on newspaper advertising. My son-in-law, H. C. 
Stuhr, my son, B. C., Jr., and I write the ads because we 
feel that good newspaper advertising is one of the most 
important elements in making a business successful, and 
therefore should have the attention of the store’s top 
management. 

“‘We also spend between six and seven thousand dollars 
per year on radio advertising, using all four of the radio 
stations in Oklahoma City.” 

Letters are also extensively and sytematically used, 
especially for building friendly customer relations. At 
regular intervals every charge account customer who has 
not recently used the account receives a friendly note 
along such lines as the following: 


Dear Customer: 
This morning the credit department handed me this 
slip stating that you had not used your charge ac- 
count recently. 
Frankly, I have always gone on the assumption that 
to retain old customers is just as important as obtain- 
ing new ones.. Hence, this little note to say to you, 
“Your credit is good; we are anxious to have you 
come in and use your account. We have a very fine 
selection of merchandise for your approval.” 
It may be that you have been paying cash in recent 
months, for which we thank you. It may be that you 
haven't needed any jewelry lately. Whatever the rea- 
son, I will be glad to see you personally, and the 
entire B. C. Clark personnel welcomes the oppor- 
tunity to serve you. 

Very sincerely, 


B. C. Clark 


Then if the customer makes a purchase she is shown 
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that her business really is noticed and appreciated with 
such a note as this one: 


Mrs. John Doe, 
1111 N. W. 11th 
Oklahoma City, Okla. 
Dear Mrs. Doe: 
The return of a good friend is as happy an occasion 
in the business world as it is in one’s private life. 
Your recent purchase was the first to be charged to 
your account for some time, and we take this oppor- 
tunity to welcome you again to the B. C. Clark Jewel- 
ry Store business family. 
We wish to thank you for your patronage, and please 
be assured that it is our sincere wish to serve you to 
your complete satisfaction. 
Very sincerely, 
B. C. CLARK JEWELERS 
Everyone who opens a new account promptly gets a 
letter of welcome, and when the account is paid that fact 
is acknowledged not only by a formal receipt but by a 
friendly note expressing the store’s thanks in such phrases 
as this: 
PAID IN FULL... 
Those are the words I have just written across your 
account, and before we file it among our preferred 
customers I want to express the appreciation of the 
entire B. C. Clark Firm for your friendship and 
patronage. 
It is a real pleasure to serve customers who handle 
their obligations as promptly as you did. 





We hope we have the opportunity to serve you again 
soon. 7 
“Also,” says Mr. Clark, “every letter and statement 
going out of the store contains some piece of advertising 
matter. We compile our prospect lists from people who 
have done business with us, civic clubs, churches, school 
teachers, doctors, railroad men, oil people and newcomers 
to the city. Besides this continuous advertising, we get 
out something special every few months because we 
believe that good advertising can hardly be overdone. 
“A particularly good traffic builder, we’ve discovered, is 
to write each high school graduate a letter of congratula- 
tion and tell him to come in for a free gift. Results have 
been exceedingly good. We build future customers there- 
by, for the students today will be the business men to- 
morrow. Another traffic builder is rings for new babies. 


REPAIR DEPARTMENT 


“Another excellent means both for drawing new cus- 
tomers, and building goodwill with old ones is our eff- 
cient repair department, of which we are very proud. We 
have a staff of 12 people in this department, with seven 
watchmakers, three jewelry repair men and one man who 
polishes all the watchcases and fits the crystals and watch- 
bands. The twelfth is a young lady who keeps a complete 
record of every repair job—a very important factor in 
keeping a repair department running smoothly and pro- 
viding the kind of service that pleases the customers. 

“As each repair job comes in, a card is made out listing 
the name and address of the customer, the date received, 
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the date promised, the work to be done and the price. The 
customer is given a claim check which also contains this 
same information. On the card which we keep there jg 
a further notation showing the watchmaker to whom that 
watch is assigned. When the work is completed and tested, 
it is put in an envelope and filed alphabetically, a card js 
sent to the customer telling him his watch is ready. 


“T feel that a good repair department is very essential 
to the success of this business. Many people have come 
here to make a purchase saying they had had a watch or 
piece of jewelry repaired here and were so well pleased 
that they decided this store would be a safe place to pur. 
chase diamonds or other articles in the jewelry line. A 
repair department can make or break a jewelry store! 


“Little free services are splendid good will builders. 
For example, we make no charge for such things as clean. 
ing rings, examining diamonds to see if stones are loose, 
and testing watches on,our electric rate recorder and reg- 
ulating them. And we find that it pays. 


“We are now enlarging our repair department and try- 
ing to make it even more efficient. We are also systematiz- 
ing our office in a way that we believe will help us to keep 
in closer touch with our customers. In short, we are 
doing everything possible to hold our old customers and 
add new ones.” 

A major move in the direction of increasing the store’s 
already large business was made recently when B. C. 
Clark reversed the more usual procedure of a department 
store absorbing a jewelry establishment, and took over 
the jewelry and silverware department of Kerr’s, one of 
the Southwest’s largest department stores. The depart- 
ment will remain in Kerr’s but will be operated by B. C. 
Clark and Sons and advertise over the Clark name. 

“No one stands still,” says Mr. Clark. “A business 
either goes forward or backward and we are making sure 
that the B. C. Clark Jewelry Store continues to expand as 
it has during the past 55 years!” 





NO OFF SEASON WITH YEAR-'ROUND PROMOTION 
(From page 155) 


time consuming and that it would gain momentum only as 
months, perhaps even years, passed,” Oberlin pointed out. 


On September 7th the first promotion, a contest, which 
was to last a month, was launched. Oberlin’s has always 
been proud of its diamonds, and when they were awarded 
exclusive possession of Wed-Lok diamond wedding and 
engagement ring ensembles by Granat Bros. of San Fran- 
cisco, they felt that their promotional possibilities were 
unlimited. For three weeks before news of the contest 
was revealed, beautiful color advertisements were run, 
featuring a description of the rings, which produced a 
great deal of interest in the novel sets. 


The opening advertisement on the contest was in black 
and white, with a huge sketch of the rings on a distinctive 
rose-colored background. Several full and half-page an- 
nouncements were run each week for four weeks, all of 
them utilizing the lovely rose color and some of them 
also using contrasts of delph blue. 


Rules of the contest, which were described in every 
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advertisement, were amazingly simple. At first it was 
open to every bride or bridegroom-to-be in Central Cali- 
fornia, but within a week rules were changed to include 
“anybody that loves diamonds.” 

The three easy rules were: (1) Bring this advertise- 
ment to Oberlin’s; (2) Register in the Wed-Lok Wedding 
Book; (3) Get your order for a free portrait and regis- 
tration blank; (4) Get signatures and addresses of 25 
people you know; (5) Complete the following jingle: 

“When Cupid starts to sing 
It’s time to get our Wed-Lok Ring 
So to Oberlin’s we go .......... 

The first advertisement flooded the store with con- 
testants, who brought in the ads and received a card 
entitling them to a free gift portrait at one of the town’s 
best photographic studios. Contestants were also given a 
form, which they were to have signed by 25 of their 
friends together with their addresses. Entrants were also 
asked to sign a courtesy release, authorizing Oberlin’s 
“to use my photograph and my name in any way they 
so desire for advertising and publicity purposes.” Last 
step was to sign the Wedding Book. 


NAME CONTEST "SNOWBALLS" 


Some 200 persons entered the contest and brought in 
5,000 names and addresses of potential customers. A look 
at the signatures disclosed that every community in the 
250-mile-long, 75-mile-wide San Joaquin Valley was rep- 
resented. To those 5,000 who signed for the contestants, 
Oberlin then sent a sort of “Round Robin” letter, headed 
“Love makes the world go round... and... and round.” 
This was followed by the salutation, “Friend of a Friend,” 
and the addressee was invited to enter the contest. 


The “Friend of a Friend” letter brought in many more 
contestants, who in turn supplied 25 more signatures and 
addresses of friends. And, just like a snowball rolling 
down hill, the contest gained momentum. 


“The results were far beyond our most optimistic ex- 
pectations,”’ Oberlin said. “After all, we were not really 
engaged in direct selling. But we sold scores of rings 
because of that contest, and it built sales in every one of 
our other departments and in¢reased store traffic tre- 
mendously.” 


Not only was the contest rewarding from an actual 
sales angle, but also because of the potential trade that 
it established. “We have found in the month since the 
contest ended that it gave us a wonderful prospect list 
for our direct mail program. This we have noticed in 
the diamond department, of course, but it has also helped 
popularize our silverware and small appliances depart- 
ments with the young women who are just setting up 
housekeeping,” Oberlin said. 


Since the end of the contest Oberlin is more convinced 
than ever that all-year-round promotions will help dis- 
prove that there are off-seasons in jewelry buying. “It 
took our firm 50 years to learn that such advertising 
campaigns and contests can serve only to enhance the 
reputation of the old, reliable jeweler. But from now on 
we are going to promote ourselves and our merchandise 
on a 12-months’, year-in, year-out basis. We feel that 
each preceding campaign will build interest in the current 
one, and consequently in Oberlin’s.” 
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You Help Me? 





My Display Problem Is 








by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vir- 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Miss 
Dizon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 


— can I get the display of the replicas of the 
famous large diamonds. I have seen such a display 
with the diamonds shown on velvet pillows. E. J. R. 


Answer—tThe sets of diamond replicas to which you 
refer do make a most interesting display, but unfortu- 
nately these sets are rather difficult to locate. There are 
only about a dozen such sets in the country at the present 
time. They were all made originally in Czecho-Slovakia. 

Sets are being made up for N. W. Ayer and Son, 30 
Rockefeller Plaza, New York 20, which will be available 
for loan to jewelry stores, but due to manufacturing dif- 
ficulties these sets will not be ready for several months. 
If you would be interested in sponsoring a lecture on 
diamonds at a local woman’s club, school or sim- 
ilar organization, this can be arranged through Mr. 
George D. Skinner, of N. W. Ayer and their lecturer 
shows such a set as an accompaniment to the talk, but it 
is not available for loan to the stores. 





If you are interested in some sort of special diamond 
promotion, there are other types of displays available 
All of them are in great demand and arrangements fo, 
showings must be made well in advance. The Guild of 
American Diamond Cutters, 62 West 47th Street, New 
York 19, have an exhibit of especially beautiful ang 
famous stones—a large pear-shaped diamond from the 
Russian Crown Jewels, the largest round cut jewel in 
America, a fabulous necklace, etc. Write to Mr. J, R 
McCarthy at the above address for booking information, 
The King Diamond Cutters, 130 West 46th Street, New 
York 19, will put a diamond cutter to work right in your 
store! This demonstration exhibit draws attention from 
men as well as from women and has proved very suc. 
cessful. The demonstrator is a personable young man 
who puts on an excellent show. | 

A unique exhibit of historic bridal dolls and “por. 
traits” of engagement rings in America since 1750 is 
offered by Mrs. Mary E. Lewis, 798 Ocean Parkway, 
Brooklyn 30, New York. Mrs. Lewis sets up the display 
and is present during the display to explain it to visitors, 
A charge is made, of course, for Mrs. Lewis’ services and 
expenses, but there is no obligation to stock any partic. 
ular diamonds. Her new gift book “The Marriage of Dia. 
monds and Dolls” which she can autograph and sell at the 
exhibit helps to reduce the cost of advertising and pro- 
motion. 


| HAVE great difficulty in keeping my lucite and plexi- , 
glas display fixtures free from dust. Is there any spe- 
cial knack required in cleaning such surfaces or are there 
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any cleaning preparations designed for this use.—K. » 

Answer—Polishing plastic surfaces with ordinary 
dry cloths seems to attract dust rather than to dispose 
of it. After removing dust and fingerprints, a light pol- 
ishing with a damp chamois will usually help to keep 
dust from collecting unduly. Carmen-Bronson Co., 165 
East Third Street, Mount Vernon, N. Y., have an excel- 
“Plastic Cleaner” that leaves surface sparkling. Art 
R. Cohen Co., 810 Penn Avenue, Pittsburgh 22, Pa., 
offer a complete kit for plastic cleaning containing 
cleaner, burnisher for removing scratches and haze and 
wax to furnish a smooth resistant surface. 


Wt like very much to use fresh cut flowers in our 
windows from time to time, but of course the ex- 
pense and nuisance of daily replacement is troublesome. 
Are there any hints you could give us for giving flowers 
longer life?—T. R. 


Answer—tThere is a new preparation called “Flora-’ 


wax” which may be sprayed on blossoms and foliage 
without changing the flowers’ appearance (with the single 
exception of red roses which seem to take on a slightly 
bluish cast) and will help to preserve them for longer 
periods. Foliage coated on both sides should stay fresh 
looking for a matter of months even without water! The 
wax and spray gun are distributed by J. S. Wilson Floral 
Company, Des Moines, Iowa, but should be available at 
local florist shops. If you are not always able to get 
flowers in the colors you want, try “Floradye” on white 
blossoms! This is an easy-to-use preparation in which 
flowers are dipped, rinsing afterward in clear water. It 


is available in about a dozen shades. Floradye is from 


Floralife, Inc., 1431 S. Wabash Avenue, Chicago, III. 


SHOPPING NOTES 


Expanded metal, heretofore used only for such indus- 
trial purposes as reinforcing concrete, has been glamor- 
ized by the architect-designer Felix Augenfeld and 
emerges to form a group of extremely adaptable display 
fixtures called “Expo-Net” marketed by Austen Displays, 
31 West 31st Street, New York. The units consist of a 
framework of the expanded metal formed in either angu- 
lar or curved designs, and specially designed interchange- 
able metal brackets which rigidly support a series of hori- 
zontal shelves. The interchangeable feature permits a 
wide variety of merchandise arrangements with each unit. 
The metal itself is clean cut and modern looking and 
sufficiently unobtrusive in appearance to make a good 
display background. Units take a good paint finish. 
Prices seem very reasonable. For jewelry store display, 
they seem best adapted to showing china and glassware, 
handbags, small silver hollowware and novelties. They 
might also be used as holders for plants for summer 
displays. 





TALKS FIX ATTENTION ON CUSTOMERS’ NEEDS 
(From page 157) 


china,” Miss Butterfield noted, “and discussion tends to 
fix attention on their needs, prompting them to supple- 
ment their collections.” 
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A quality-studded store, with a large following of dis. 
criminating customers, partial to well known brands, and 
occupying a top location in this capital city, Wolf's j, a 
growing concern. There is no attempt to rest on past 
laurels. Well-to-do families make the store their port of 
call, but the firm is also reaching out for the business of 
teen-agers and students at Topeka’s Washburn College, 
with an enrollment of 2,000 students, including many 
married couples. 

An attractive, tranquil atmosphere, a modern and well. 
equipped watch and jewelry repair department, good 
windows, regular advertising, and personalized sales assis. 
tance, are other paramount factors. 

A spring remodeling program featured such improve. 
ments as air conditioning, a celotex ceiling, all-glass show. 
cases and wallcases, plastic flooring in midnight blue 
trimmed in white with a geometric pattern, and walls ip 
two shades of blue with gold trimming. Outside, a new 
gold-leaf sign and a new awning were added, with a full. 
length glass door still to come. 

A new executive office was installed on a balcony over. 
looking the main floor, which is outfitted with modem 
office furniture, rose carpeting, and harmonizing drap- 
eries. 

A new mahogany silverware desk is equipped so cus- 
tomers may be seated while making selections. 


COLOR IMPORTANT IN DISPLAY TECHNIQUE 


Using the dramatic approach to displays, windows pro- 
vide appropriate settings for the top lines. Color is a 
dominant factor in Wolf’s display technique. The artist 
makes generous use of vibrant colors, subtly splashing 
a variety of tints into tasteful combinations. A charac- 
teristic device is to place light-colored sheer material over 
deeper colors. In arranging one-color displays, merchan- 
dise matching the background is used. A ceramic display, 
for example, may mingle a collection of various shades of 
pink-colored figurines against a pink background, topped 
off with pink ribbons. 

Watchbands, ranging in price from $4.00 to $30.00, 
are traffic builders. The store has as wide a selection of 
bands as may be found in town. There is a swift turn- 
over of this merchandise, and the big traffic the depart- 
ment generates is a boon to other departments. The swing 
is to gold-filled bands, says a watchband clerk, although 
leather bands still have a loyal following. 


Included in the promotional repertoire is the mailing of 
booklets “How to Plan My Marriage” to women whose 
names are culled from local newspaper society columns. 
One year later, the same lists are utilized in sending silver 
diaries. 

As for the future, the two women plan to test another 
idea. To harassed husbands, letters suggesting that they 
let Wolf’s worry about what to give her on anniversaries, 
birthdays, etc., will be dispatched. Husbands will be 
informed that they can confidently shift the whole respon- 
sibility, from selecting a gift to delivering it, to Wolfs. 

To extend a personal touch to direct mail programs, 
staff members who serve customers personally sign mer- 
chandising pieces. 
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PROGRAM BRINGS STORE TO CUSTOMERS 
(From page 159) 


between. The references to the firm are casually made 
and opening and closing anouncements do not exceed 
100 words. He is introduced over the air as Olsen & 
Eban’s Man-on-the-street.” By mentioning something he 
saw in the store or calling attention to something in the 
window, merchandise offerings are woven into the broad- 
cast. Inquiry of listeners in the sidewalk group surround- 
ing the microphone and of those participating in the inter- 
views reveal that two or three out of each ten trade at 
Olsen & Ebann’s. 

In conducting the “Man-on-the-street” program, the 
interviewer relieves the tension of the person interviewed 
by getting them to state their name and address. This 
puts them at ease. He adjusts his questions to the type of 
person, keeping away from big serious. issues of the day. 
The interviews are short and he never permits one indi- 
vidual to monopolize the program. If a woman has on an 
attractive garment or wears a beaming smile, he often 
pays her a compliment. “Keep the people in a happy 
mood,” he advises. “Women laugh easily. A laugh is 
contagious.” If the person has an odd sort of laugh, he 
says something humorous to get a repeat. In his topics 
he steers clear of politics, religion, sickness and death. 
“Personal and amusing questions are best,” he says, “also 
current problems such as housing.” On one occasion a 
person being interviewed expressed the need of finding a 





house to rent. A woman in the crowd furnished a lead. 
“Keep the program moving,” he advises. When a woman 
from a rural area was on the program, he asked whether 
she could imitate the sound of a cackling hen. She went 
further and gave imitations of sounds made by a cow, a 
horse and a dog. Often he will terminate an interview 
with the words “Stop in and see us here at Olsen & 
Ebann’s,” getting a casual mention of the program sponsor. 

As an added incentive for passersby to stop and partici- 
pate in the street program, five months ago a treasure 
chest was prepared, mounted on a pedestal near the micro- 
phone. At the start, $10 was placed in it and $1.00 added 
each day until it is opened. Each person interviewed is 
invited to select a key from the 50 on a key ring. If they 
are fortunate in choosing the right key that will open the 
chest, they receive the contents. Sometimes several weeks 
pass before the right key is picked. The successful person 
receives the “jackpot.” Usually they spend the money in 
the store or apply it on their account. One day a woman 
reported to Mr. Murphy that she had a dream the night 
before that she had chosen the right key to open the 
treasure chest. She was given a “try” and, whether or 
not one may believe in the guidance of the subconscious 
mind, she chose the key that opened the chest. 

The daily broadcasts are sometimes used to boost a lo- 
cal charity or civic enterprise, thereby winning goodwill 
for the sponsor. Indians, midgets, clowns and Hawaiian 


musicians are among the entertainers on programs of ° 


local shows put on by the sportsmen’s club, American 
Legion, sheriff’s office and other groups that have ap- 
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peared on the street program to get a “plug” for their 
show. The 4-H clubs and other organizations of rural 
areas and surrounding towns have benefited from pub- 
licity on this program. In a 15-minute broadcast one day 
there appeared a woman from England, a man from New 
York and a resident of California. When the first Ger- 
man war bride and her husband came to Rockford, they 
were interviewed and the bride was asked her impression 
of America. 

In December, 1946, Olsen & Ebann was the only store 
in the downtown shopping district to have a Santa Claus. 
He was interviewed on the noon broadcast in front of the 
store, with many interested juvenile listeners about him 
and countless others before the radios in their homes. 
“Our radio broadcasts in the entrance way to°our store 
call attention to our store front and window displays. 
When people see the crowd about the microphone their 
curiosity is aroused and they look toward the store and 
often stop for a few minutes,” says Roy Weaver, store 
manager. “The goodwill created by the entertainment and 
our boosts for local affairs is of immense value. We want 
people to just naturally think of us when they want any- 
thing in our lines.” 

A unique feature of the interior decoration of the store 
is a row of signs of the zodiac and accompanying pictorial 
symbols, painted by an artist in gold with touches of red. 
The symbols and signs for the months January through 
June appear on the wall above the shelving on one side of 
the store and for July through December on the other 
side. In a balcony extending across the rear of the store 


is the optical department. Cases containing rings, watches, 
silverware and hollowware line one side of the store ang 
along the opposite wall, stocks of necklaces, costume 
jewelry, compacts, pen and pencil sets, men’s jewelry and 
baby novelties are displayed. 

A series of full-page newspaper advertisements illustrat. 
ing the exact merchandise sold by the store was used last 
year to promote Christmas shopping and the results were 
so satisfactory that the idea will be repeated this year. 





AD MATS ARE VERSATILE 
(From page 161) 


prospect what the items will do for him in terms of what 
he desires. 

Inasmuch as newspaper advertising must compete for 
the reader’s attention with such other media as radio, 
direct mail, magazines and news stories in the very same 
medium in which you advertise, the reader is obviously 
confronted with more ads than he can possibly read. 
Accordingly, as he races through his newspaper or mag. 
azine, only those ads which are outstanding will naturally 
attract his attention and cause him to react favorably to 
your store and merchandise. Such compelling factors as 
catchy headlines, super illustrations, correct type, ex- 
tensive use of white space and dramatic borders, in- 
tensify the urge that stimulates buying action. White 
space makes reading easier and retains the reader’s at- 
tention. Experts have found that at least 144 (more is 
preferable) of the total area of the ad should consist of 
white space. 
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An eye-arresting headline is important, too. We all 

din a hurry and, unless a headline has sufficient power 

si flect the eyes from the news stories, we simply don’t 

z ee attention to it. Short words should be used 

a the statements should be specific rather than general 

‘1 meaning. Try to keep your headlines down to a very 
few words and have them suggest action. 

Ingenuity in organizing your advertisements and stress- 
ing the proper factors within them can frequently tip 
the scales toward a favorable decision on buying your 
featured items. 

Size of the advertisement is another important fac- 
tor, but here no hard and fast general rules can be laid 
down, since the answer will vary with different condi- 
tions, including the total amount you wish to spend for 
advertising. The only way to find out what size is best 
for you is to test various ones to see which gives you 
the best results per dollar invested in your paper, in your 
town, and for your purpose. 

As to frequency, if your budget is limited, buy smaller 
space more often. But try to appear in the newspaper 
at least once a week and be certain that you have suf- 
ficient merchandise in stock to fulfill the demand. 

As to the amount of money you should spend, the best 
method is to estimate your probable sales volume for the 
next six months and then decide what percentage of it 
you can afford to put into advertising. (Usually it is 
from 3 to 5 per cent.) The newspaper is the best bet for 
a limited budget. A more elastic one can supplement 
newspaper advertising with radio, posters and direct mail. 

Large, well-known retail establishments have built and 
maintained their reputations and large volume of busi- 
ness because they have realized the true value of good 
advertising and have used it skillfully. In small com- 
munities, talent and experience are less abundant than in 
the larger cities, but many of the retail jewelry stores in 
these smaller places have nevertheless been able to do a 
first class advertising job through the use of syndicated 
mat services. Many of these services offer top-notch art 
work, intelligently planned layouts and effective copy ex- 
clusively to one store in a town, at a very modest price 
because the cost is divided among a considerable number 
of users. This affords the small retail store the oppor- 
tunity to obtain distinctive advertising in various ad sizes 
at a fraction of its original cost. 

The most common weakness found among retail ad- 
vertisers, whether they use syndicated mat services or 
depend on the dealer mats they receive from jewelry 
manufacturers, is the failure to realize that they must 
devote some time and thought to applying these ads in- 
telligently so as to reflect precisely the character of their 
particular store. 

Here are a few basic hints for preparing and using 
mats. They are by no means a complete compilation of 
newspaper do’s and don’ts. But if you bear the follow- 

ing essential points in mind, youll earn the grateful 
blessings of newspaper and magazine advertising man- 
agers and—what is more important—boost your own 
profits. : 

I. Mats should be designed with a maximum degree 
of adaptability so that the store manager may juggle 
around the various elements of the ad—illustrations, 
headline and copy—without diminishing its effectiveness. 

2. In rearranging a mat to suit your specific needs, 
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WANTED 
2 SALESMEN 


Men accustomed to earning at 
least $12,000 a year to maintain 
and develop our $300,000 watch 
attachment business in the far 
West.. 








Applicants MUST be thor- 
oughly and widely expe- 





rienced in the jewelry field 
and have close personal ac- 
quaintance with retail jewel- 
ers in their territories. 


One man needed to cover 
California. 


One man needed to cover 
Washington, Oregon, Idaho 
and Utah. 


We are a nationally known 
firm with a nationally adver- 
tised line of outstanding 
watch attachments. 


Write giving full details of 
your past connections, 
knowledge of the trade, 
earning records, etc. Re- 
plies will be held in strictest 
confidence. 


Address: 


Box ''A., 60", Jewelers Circular-Keystone 
100 East 42nd St., New York 17, N. Y. 













never cut into the area of the mat itself. If your dealer. 
mats or mat service contain several ads on one sheet, 
they may be separated by cutting down the center of 
the “guard rule” of each mat. 

3. If you wish to use only part of the illustration op 
the mat, release the entire mat to the newspaper, after 
marking the unwanted area lightly with a very soft pencil, 
in addition to giving specific instructions on the proof 

4, Mats may be made smaller by cropping superfluous 
parts. Here, too, release the entire mat to the newspaper, 
Also send along the proof on which you may make al} 
the necessary changes. In this manner, the newspaper 
can prepare the ad, trimming the plate as directed by 
your altered proof. 

3. Several illustrations in the same mat may be used 
separately provided they do not touch. This can he 
easily done by cutting the proofs of the mats to be repro. 
duced, placing them in the desired layout and releasing 
them with the entire mat to the newspaper. 

6. Have your local paper show you the various type 
faces available. Select one or two for your captions and 
one for the copy and continue to use the same type faces 
thereafter. This helps create a much-wanted character 
and continuity in your advertising and makes it basically 
distinctive. The type selected expresses the ideas you 
wish to create in the mind of the reader by its harmonious 
tie-in with the illustration and copy. Roman type is the 
most extensively used. Bodoni is the most-used modern 
Roman face. 

7. A unique border design will go a long way toward 
making your ads outstanding. Should your mat service 
supply several borders, select the one you prefer and in- 
struct the newspaper to retain it for all your ads. 

8. Should you wish to prepare a larger ad incorporat- 
ing several illustrations from different mats, paste the 
various parts from their proof sheets in the desired posi- 
tion and release to the newspaper all of the entire mats. 

9. A mat file is very valuable. Organize it in such a 
way that the merchandise illustrated is grouped in the 
proper category. Very often, some item which may not 
be useful at present, may serve you advantageously at 
a later time. 

10. Mats may be used several times. Therefore, make 
certain that the newspaper returns your mats for your 
files. 

11. Always try to prepare your ads in advance so that 
the newspaper can furnish you with proofs for your 
approval. Note carefully the positions of your illustra- 
tions and wording of your copy when editing newspaper 
proofs. 

Whether your store is a small or a large one, you have | 
an important place in the advertising sun. Don’t forget 
this—the store with even the small advertising campaign 
if it presents it properly, has a distinct advantage over 
the store with the larger campaign who doesn’t use it 
effectively. 





1948 JEWELRY MAKES DEBUT 
(From page 164) 


original. The magnificent emeralds were retained and 
remounted in the new piece, but many of the old rose-cut 
diamonds were replaced by modern brilliant-cuts. The 
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finished object was an Eighteenth Century necklace in 
design but with all the fire and brilliance of modern 
jewelry. 

Necklaces were a feature of the show, as they are of 
the jewelry world this winter. Van Cleef & Arpels showed 
another example in matched diamonds which took twenty 
years to assemble. Total weight of the stones was over 
141 carats and the cuts included the rare lozenge (dia- 
mond-shaped diamond), the pear, the emerald-cut, and 
15 graduated marquise diamonds forming a fringe. Mr. 
Arpels explained how this collection of marquise dia- 
monds was made by their house: 

“My father is particularly fond of this cut,” he says. 
“Whenever we found a fine specimen we would buy it 
and mount it in a ring, but we wouldn’t try to sell it. 
We would show it and offer to obtain something similar 
for the ring customer. Gradually we accumulated 15 
sizable marquise gems, perfectly matched as to color 
and graduated in size.” 

Other forms shown were diamond four-leaf-clover 
clips, wide flexible rather than bangle bracelets, and 
flower button earrings with small pear-shaped diamond 
pendants. The latter mark the transition between the 
wanting fashion for button earrings and the revival of 
‘ pendant and drop styles. 

The staging of “Diamond Fashions—1948” was han- 
dled by an original and ingenious method that com- 
pletely obviates the often heard criticism that the jew- 
elry itself is lost to view when displayed for a fashion 
show audience. 

In this production, designed by Richard Rose of tele- 





vision fame, there were beauteous models but no run- 
way, no fashion commentary and both the clothing and 
the way in which the models were displayed were such as 
to steal no thunder from the jewels themselves. 

Each model, instead of parading through the audience, 
was placed in a niche in the ballroom wall behind heavy 
red velvet curtains which were drawn back one by one 
to reveal the girls behind them, who rested at ease on con- 
soles built out from a false wall with only the upper half 
of each model appearing in view, as shown in the accom- 
panying illustrations. The effect, coupled with the fact 
that the jewels used were produced from apparently 
empty boxes by a magician in Oriental dress, was as 
though some one by a feat of magic had placed the torsos 
of six beautiful girls upon pedestals and then decorated 
them with jewelry. Thus, attention was not diverted by 
the gowns but was focused entirely upon the upper por- 
tion of the models and thus upon the jewelry. 

John Mulholland was the magician and master illu- 
sionist, under whose hands, the fabulous jewels were 
produced “by magic” to the accompaniment of appro- 
priate music. A small maid placed the jewelry on each 
model in turn, in full view of the guests. The audience 
was then invited to promenade past the models and see 
the diamonds at close range. This inspection-time also 
took care of late-comers to the show. 

Attendance was made up of nearly 200 persons who 
report on fashions, edit fashion news, write features, col- 
umns and newspaper correspondence, or broadcast on 
the radio. Their “voices,” therefore, reach millions of 
the American people. 





With the 
well loved music 
of 
Cathedral Chimes 
reproduced on 
Tubular Bells 


ao 






‘ a 
. Sear Seager Hl 4x x 
ee SN 
ss y >t 
— - © SA2 





y 
Pecan — 2 
tm, 


Both cases and move- 
ments are made com- 
pletely by Herschede 
— creators of fine 
chime clocks for over 
three generations. 
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PROCLAIM YOUR QUALITY 


Gift time offers a bright opportunity to win 
the trade of influential customers. Leaders in 
taste and fine living instinctively look for dis- 
tinction in their selections. Your suggestion 
of a superb Herschede Chiming Floor Clock — 
matchless in distinguished elegance and in the 
unique beauty of its richly mellow chimes — 
will express the excellence of your offerings 
and lead to important sales. Send for catalog 
illustrating all designs. 


THE HERSCHEDE HALL CLOCK COMPANY 
CINCINNATI 6, OHIO 







NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
SAN FRANCISCO SHOWROOM: 566 Western Merchandise Mart 
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Model No. 243 is illus- 
trated. Stands 79'!/2"" high. 
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Westminster and Canter- 
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Selections of Timers 
and Chronographs 
for Every Sport and 
Industrial Purpose 


XGUINAND TIMERS 
KGALLET TIMERS 


AGALCO TIMERS 
KGALLET CHRONOGRAPHS 


Write for latest Catalog 
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EVERY SALE HAS A SEQUEL 


(From page 170) 


of our salespeople knows all there is to know about any 
particular ring. She can tell immediately who made the 
mounting, its quality, the weight of the stone, its cut, 
its flaws—if any— its perfection and grade. 

“Too the firm stands behind any and every transaction 
made. And, this is a one price store. No special dis. 
counts as a favor. 

“This is important. A friend is a friend, but if you, 
friends are allowed a special discount, that implies that 
the original price was high enough in the first place to 
allow such a reduction. Either that, or the friend assumes 
that his friend paid too much for his stone. That ‘special 
discount’ is dangerous to toy with. We do not tolerate 
it. Whatever the article is marked, that’s its selling price, 
No more; no less. 

“We mark our merchandise, knowing that sooner or 
later, we are going to have that diamond traded back to 
us ... and at the price that it was bought at. 

“Just this morning, a couple came in to buy an engage. 
ment ring. A $250 ring was finally chosen, but before 
the party paid for it, she said, ‘I understand that when 
I want a larger and better stone, you will allow me in 
trade just what I pay for this one?’ 

“She had heard that outside the store . . . from another 
customer. We assured her that was our policy. I happen 
to know that we will have that stone back in less than 
six months. Rains ruined the cotton crop and as soon as 
the citrus comes in, there will be extra money again. 

“Trading up, is one of our best volume producers. 

“Diamonds,” Mr. Weidman continued, “hold a fascin- 
ation for most people. You can see that by watching the 
number of people attracted to jewelers’ windows—people 
not in a position to own. For that one reason, we dis- 
play a varied assortment in our windows. We know that 
we have a big stock, but the customer will not, if they 
are not put out where they can be seen. 

“Too, people are not in the habit of buying diamonds 
every day. But when they are in the market, they will 
usually buy where they have seen a varied assortment 
displayed—an assortment in all price ranges—feeling cer- 
tain that they can select from an assortment in line with 
their pocketbook. 

“We cannot cater to those in a position to make large 
purchases. But we usually have on hand a selection for 
them, too. We like to mount our own rings—for various 
reasons. We carry loose stones up to two carats in weight. 
On stones over this weight, we usually order on memo. 
But we do not like this as well as to sell from our own 
stock. We only resort to this when the customer is in 4 
hurry and we do not have the time to visit the markets. 
Here I can say that when we get a request for diamonds 
of this nature whether in necklace or bracelet or mounted 
in a ring—more will soon follow. It is just a natural 
reaction from a good crop. For once a person becomes 
an owner of a good stone, he or she will want more or 
better as finances permit. 

“That is our main reason for stocking and featuring 
diamonds. A diamond sale .. . other than the less expen- 
sive engagement-ring sale is not just a sale. It will have 
a sequel, if the ring is sold honestly. It is just a begin 
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ning that has no end. Often these less expensive diamond 


sales build up. So we keep after them. I attend to the 


advertising myself. Sa 
“Dorfman’s strongly believe in newspaper advertising 


and use lots of space regularly. But radio is their chief 
medium in promoting the sale of diamonds. Commercials 
are keyed to the marriage theme and are cleverly tied in 
to the fact that Dorfman’s have served the brides of that 


locality since 1924. 
“I]lustrating this is a commercial used during April 


this year: 

“In this month for diamonds, April, and in the game 
of hearts, here’s a bid in diamonds that’s sure to win. 
Watch her first glance as she opens the jewel box bearing 
Dorfman’s label. And watch the delight at the very first 
peek. Then you know how right you were to give her 
the finest of diamonds, an exquisite cut from Dorfman’s. 
You prove your own good taste and pay a flattering com- 
pliment to her when you select from Dorfman’s radiant 
diamond array. 

“You know the Valley, so you just naturally know 
Dorfman’s reputation for quality and elegance just as 
you know the familiar phrase, ‘Dorfman’s of Brownsville, 
serving the Valley since 1924.’ 

“A jeweler to get results from advertising,” continued 
Mr. Weidman, “had better devote some time and thought 
to it; not let the newspaper ad-man work up a little thing 
for him. All my ads are prepared from 60 to 90 days in 
advance. That way, I miss no special days .. . nor hurry 
at the last minute to get an ad together. We have a 
schedule of space contracted for by the year. We break 


this down in order to use it as befitting the season. That 
remains constant. In the meantime, if a department is 
running under par and we feel an extra ad or two will 
push us over, we do so. But this does not interfere with 
our regular lineage. In other words we do not rob Peter 
to pay Paul. 

“Probably the biggest asset a jeweler has is a record 
of fair dealing over a period of years .. . as far as selling 
diamonds are concerned. That takes time, doesn’t it? 
This is no severe handicap for the new store . . . for 
weren’t we all young once. And we all outgrew it. 

“Institutional advertising, then, with giving the sales- 
people as much information and authority as the owner 
himself has or will allow himself, will build up a follow- 
ing for the firm people want to patronize. At least it did 
for us.” 





PUBLICITY WORTH A MILLION 
(From page 174) 


of jewelry worn by Miss Rogers, who portrays a fickle 


heiress. 


The sparkling gems are worth more than $1,000,000. 
During the filming of the production, four detectives 
were detailed to guard the precious jewelry, much of 
which was created by Lackritz of Beverly Hills. 

Jewelry plays an unusually important role in the film, 
not only because it is required by the plot but also be- 
cause Jean Louis has a passion for highlighting all of 
his wardrobes with an abundance of fine gems. 





A Christmas that’s bright with goodwill and cheer 
And 12 full months of a HAPPY NEW YEAR 


MANUFACTURING JEWELERS 


2 Garden Street, Newark 5, New Jersey 
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Ginger has four love interests and marches to the altar 
four times to leave her swains in the lurch—that is, untii 
she is snatched up from her last trek to the altar by 
Cornel Wilde, who plays the dual role of an Indian and 
a fireman. 

For each change of fiance Ginger has a change of 
mood, jewelry, and type of costume. For example, for 
swain number two, she wears soft feminine gowns and 
her jewelry consists mostly of deep blue sapphires, often- 
times contrasted by diamonds. For another romance she 
favors tailored things and sets them off by heavy gold 
jewelry. Another change in her mood and clothing tastes 
finds her wearing rubies. 

There are four wedding scenes, each totally different. 
As a sophisticated bride, Ginger is stunning in a gold 
lamé gown with high jewelry neckline and tight-fitting 
bodice. There is a touch of gentle drapery at the waist- 
line, which falls into a full train. Completely feminine 
is her full bib of roseé seed pearls. These are also 
fashioned into a tiara, which nestles atop Ginger’s tailored 
upswept coiffure and from which floats a simple white 
net veil. The stunning headdress and collar are valued 
at $6,000. To relieve the severity of her hair-do, Lackritz 
created diamond and platinum earrings centered by a 
huge roseé pearl and worth about $3,000. Her $25,000 
engagement ring consists of a large marquise-cut diamond 
set in platinum. 

Throughout the picture, no matter what Ginger’s mood, 
there are scores of arresting new jewels and new ways 
of wearing them. When she wears a hat, it is usually of 
simple design and adorned with gems. One tailored hat, 





which she wears with a day-time suit, is swept off the 
face on one side and has a cuffed brim which is garnished 
with a $5,000 floral spray pin of diamonds and platiny, 
The matching ear clips are centered by rubies and ar 
worn not on the ears but as clips to one side of the 
jewelry neckline of her white blouse. 

Jean Louis also favors massive bracelets with matching 
earrings, and Ginger wears them in practically every 
scene. -For her black hostess pajamas, which are a 
pliqued down one side with bright roses highlighted by 
sequins, Jean Louis had to choose jewelry that could 
compete with such flamboyant trim. He decided upop 
a yellow gold curb-link bracelet set with tiny diamonds, 
The plain gold earrings are in a full-dome pattern, 

Gold and emeralds touched off by diamonds take t 
the screen beautifully and are a favorite combination of 
Jean Louis. One of the most outstanding jewelry en. 
sembles to be seen in Ginger’s new film consists of a 
heavy watch-bracelet with matching ear clips and ring, 
all in chased gold with odd-shaped emeralds and small 
diamonds. The massive ear clips are again in a full-dome 
style. The wide bracelet-watch is one of the most costly 
pieces of its kind ever to be created for the screen. 





SYNTHETIC EMERALDS SURPASS PRE-WAR STONES 
(From page 178) 


most gem refractometers are not sufficiently accurate to 
make really close readings, this difference is only of 
academic interest. Herbert-Smith gives the Columbian 
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. 3 A preliminary copy of this manuscript sent to Mr. Car- 

r roll F. Chatham produced some very informative details 

. of the present status of his production. The new speci- 
mens which he has made are so far superior to those 

8 which we have previously seen, that we can be justly 

y proud of his achievements in this line, excelling the work 

: of the great German combine on his own initiative. A 

y | few excerpts from his comments give us a startlingly new 

: picture of his present stage in development. 

n 

: 1000 CARATS A MONTH 

0 “I have greatly improved my process . . . since 194] 

f and it may interest you to know that I am the only com- 


mercial producer of synthetic emerald in the world up 
to the present time, with an output of one thousand 


carats of clear rough stones per month. As to the size 
l of crystal, this alone is no longer a problem. I have 
e made fair quality single crystals over 40 carats in weight, 
y and have just installed equipment which will produce, 


with reasonable certainty, stones up to 200 carats each. 

The most important and difficult problem has been defi- 

nitely one of improving the quality. Stones such as (the 

5 German one) ... in 1941 and other stones I have seen 
made by the I. G. Farbenindustrie are no better than 

the low grade 8.7 carat Chatham emerald enclosed (illus- 


0 trated) and which I sell only as specimens. Any expert 
f can see it is unfit to be cut for brilliance, or at any rate, 
D for first class jewelry. On the other hand, the small clear 


? rough (also illustrated), you can readily see, is equal 
in quality to the finest natural emeralds ever seen and 
you will notice there are no wisps, feathers, or bubbles 
included.” 

In reference to the fluorescence test for the synthetics, 
Mr. Chatham has some interesting comments. “The syn- 
thetic can be made in any shade from black to colorless. 
It may be also of interest to know that the colorless 
stones show absolutely no fluorescence in any wave 
length. Chromium acts as a phosphor in any crystal 
that is isomorphic with it. You can readily see that any 
natural emerald which has a high chromium content 
will fluoresce in the ultra violet. Therefore, since this 
occasionally happens, the test can be thrown in the garb- 
age can as far as I am concerned; that is, of course, 
where absolute proof of distinction is essential.” 


Mr. Chatham also points out several of the advantages 
of his stones; one which would involve a certain but not 
really practical test being that his synthetics can be 
heated to red heat without cracking, where the natural 
becomes flawed. This is advantageous to the jeweler who 
wants to weld near the stone. Since colors can be con- 
trolled, it is also far easier to match a series than is pos- 
sible in the natural stones. 


With his increased production and higher quality, the 
Chatham emeralds are unquestionably something to con- 
sider for the future. Notable stones may soon make an 
appearance, and he reports that he has already sent stones 
to several European and Eastern countries. He is to be 
commended for the attitude he holds toward his product: 
“My production is and shall be purposely held very lim- 
ited since my object is most emphatically not one of flood- 
ing the market nor dealing with unscrupulous buyers.” 
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ULTRA SMART JEWELERS’ SHOW-PIECES 
e Trade’ 


All 14 Karat Gold 


This Gauntlet 
Bangle Bracelet 
comes engine- 
turned or plain in 
any desired width; 
in white, yellow, 
or pink — suitable 
for mounting 
watches, diamonds 
or other gems. 





This Delicately 
Engraved Hollow 
Barrelled Bangle 
Bracelet also 
comes in above 
sizes and colors — 
suitable for initial- 
ling ... Prices on 
Request. 





PHOTO-PANEL TIE CLIPS 
New! Smart! Dramatic! 
A photograph can be pro- 
cessed onto a gold panel hid- 
den under a hinged cover! 














Six stunning styles—in any 
desired width . . . Prices on 
Request. T14 and T17 Illus. 
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The maker has not divulged the process used in the 
manufacture. However, it seems likely that all of the 
processes are similar and utilize well-known chemical 
principles. Nacken’s method has recently been described 
by G. Van Praagh,' on the basis of German work on 
quartz crystals during the war. The principle is the simple 
one of transfer of material, in solution, from one point 
kept at a higher temperature to another point kept at 
lower temperature. This method, as described for quart, 
crystals, with some modifications such as the introduye. 
tion of chromium into the solution for coloring matter, 
would agree with the statements often heard about the 
necessity for a long period of slow growth under cond}. 
tions of controlled temperature and pressure. In England 
quartz crystals were grown synthetically from circulating 
solutions of sodium silicate, held at high pressure. Nacken 
heated his water to a critical temperature (375-400° () 
in silver-lined high pressure steel vessels. The alkali was 
a weak solution of sodium bicarbonate, stronger solutions 
caused rapid growth from too many nuclei. Nacken per. 
formed many experiments to find the optimum conditions, 
and proper impurities to inhibit confused growths. All 
of this sounds very much like the I. G. Farbenindustrie’s 
progressive stages, and may well coincide with Chatham’s, 
Fused silica was found to be far more soluble than quartz, 
perhaps fused beryl, with chromium added, would do the 
same for synthetic emerald growth. This may not be as 
slow as indicated, 2.0 gm. of quartz were grown on a 
3.3 gm. sphere in four days; the chief problem in the 
production of usable material is likely to be retarding 
the growth to obtain single clear crystals. 

The significance to the geologists of these experiments 
is that they are a guide to the places and conditions of 
mineral formation. Four hundred atmospheres of pres- 
sure would be found but a mile down, and 370° C of 
temperature at five miles. Hence, many of our silicate 
minerals, and the few that make jewelry stones, may have 
grown much more rapidly and nearer the surface than 
the usual figure of “millions of years and miles down in 
the crust” would usually indicate. 


NEW FILTER DEVELOPED 


A recently developed new filter, made by the Eastman 
Kodak Company for Dr. A. E. Alexander of the Gem 
Trade Laboratory, called Wratten #3331, and selling for 
$3.50, shows a wonderful red color with the synthetic 
emerald, a good pink to red for real emeralds and a 
green for the glass, doublets and soldered emerald imita- 
tions. Emerald filters are useful only for the distinction 
of the emerald imitations from the genuine and synthetics. 
Synthetic spinel and some colors of synthetic sapphire 
also show this pink color, however, so use your brain 
along with your filter. The question has been raised, but 
is still open, if a criterion for the distinction between 
green beryl and emerald is the color seen in the emerald 
filter. Unfortunately, some green beryls from emerald 
localities do not show the pink cast in such a filter; yet 
mineralogists and jewelers alike agree that such stones 
must be called emeralds. 





*Van Praagh, G. Synthetic Quartz Crystals. The Geological 
Magazine, vol. 84, pp. 98-100, 1947. 
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CARTIER SHOWING OBSERVES CENTENARY 
| (From page 180) 


jewels. The sweeping tail feathers of one bird, dotted 
with pendant cabochon rubies, could be removed, leav- 
ing shorter diamond feathers as a finish. At the bottom 
of the cage was an amusing variety of smaller jeweled 
clips—squirrels, ducks, turtles, and butterflies. 


In contrast to this lively display, the classic beauty 
of magnificent stones in single strands was shown in a 
pearl necklace holding many of the famous Thiers pearls, 
and in a “riviere” of graduated diamonds, while a new 
necklace arrangement combining pearls and diamonds 
was seen in a single row of round and square diamonds 
joined to a tier of pearls, ending at the side in a tassel 
of pearls. In this same classic category were a bracelet 
and clip of rare Kashmir sapphires and diamonds, and 
a fabulous necklace with the Alexander II emerald of 
107 carats, one of the largest known, mounted in a de- 
tachable clip, together with other specimen emeralds and 
diamonds. 

Any doubt that today’s trend is clearly to flower and 
bird motifs, and to airily light and graceful mountings 
was dispelled by the new designs shown in the cases. 
Among them were a ruby flower clip with a single 
diamond center and leaves and flexible stem of diamonds; 
a striking thistle clip of diamonds with a flexible stem, 
and exquisite diamond clips in the form of both full 
bloom and bud-like blossoms. 


“A jour” (openwork) mountings with their finely 
wrought lightness and high relief were shown in brace- 
lets, clips and rings. One gold clip with a high crown- 
like effect, was paved in sapphires with a diamond center. 
The “Love Dart” clip, a circular design in gold, pierced 
a coral heart with diamond feathered arrow. A unique 
heavy gold coil bracelet was caught with loops thrown 
over an openwork motif with sapphires, diamonds and 
a ruby. Rings were raised to new heights with a return 
to early Persian effects of jewels in interlacing openwork. 
A new elongated effect in rings was also introduced. One 
had diamonds in a flat top pyramid-like shape, while 
others stressed jewels mounted in high sides with paved 
jewel tops. A unique ring for the little finger showed 
a plume effect of gold wire patterned with diamonds and 
a single emerald. Ear clips, too, showed the new fashion 
trend in the extensive use of gold wire and flexibility. 

Gold accessories—compacts, cigarette cases, lipstick 
holders, cuff links and bill clips—were also shown as 
were handsome day and evening bags of brocade, velvet 
and fine leathers with jeweled ornaments and clasps, and 
frames of karat gold. : 

High in interest was a new “mystery” clock in whic 
no “works” could be seen, set in lapis with a center 
diamond and hands tipped with diamond arrows pointing 
to diamond numerals. 

The entire exhibition was, representative of the great 
tradition and prestige Cartier has earned and enjoyed 
these 100 years, during which time kings and royal 
personages have entrusted their priceless jewels to 
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Cartier, and conferred warrants upon the firm. Princess 
Mathilda introduced Cartier creations to the court of 
Napoleon III, and Edward VII ordered Cartier to design 
a diamond necklace for Quéen Alexandra, thus introduc- 
ing Cartier to the British Court. In 1902, Alfred Cartier 
founded the London firm. 

Many of the world’s most famous jewels have passed 
through Cartier’s hands because of the unquestioned com- 
petence of its experts, and its vast documentary knowl- 
edge. Many new trends and techniques in the jewelers’ 
art have been developed by the firm such as the intro- 
duction of the clip brooch, the use of platinum in 
mountings and many of the features that made the wrist 
watch practical. 

In 1908 Pierre Cartier established the New York firm. 





CUSTOMER CONTACT FROM DOOR TO COUNTER 
(From page 184) 


newspaper display ads featuring diamonds and watches. 
The big layouts appear in Friday and Sunday editions, 
but sandwiched in between ads in these issues are smaller 
ads describing store services—watch and jewelry repair, 
etc.—and copy publicizing “leader” items, etc. 
Promotionally speaking, however, the Oklahoma jeweler 
waxes most enthusiastic over his new radio program. 
Originating from Shawnee’s Station KGFF, the show was 
aired for the first time on Friday, September 5, and is 
“dedicated to the brides of yesterday and today.” Brides 


and grooms send in their requests to this recorded pro- 
gram for music they associate with their marriages— 
favorites of their courting days, the piece the orchestras 
played when they met, etc. 

Mr. Sperry takes the solid position that deep down we 
are all sentimentalists, and his program has a strong 
appeal to this emotion with the additional aim of sur. 
rounding jewelry with glamour. 

Age range of the music on the show is from hit parade 
music of today to favorites of fifty years ago. And, of 
course, the type of music played varies considerably— 
from dreamy waltzes to the record with a boogie beat 
which a teen-age married couple asked for on the first 
program. 

Sterling, china, and diamonds are plugged three times 
on the show. No other merchandise is mentioned. Only 
three commercials. 

“Listeners tune in to hear the music and their names 
mentioned,” believes Mr. Sperry, “and if I pack the show 
with advertising, it would not only lower the listener 
rating, but might even create ill-will for the store.” 

At a cost of only $16 per program, the jeweler thinks 
the show is a 20-to-1 shot to be a smash-hit. 

Wall cases, window displays and showcases at Sperry’s 
present an ever-changing picture because the “silent sales- 
men,” as Vic Sperry calls them, pay off only if you vary 
the scene in maintaining interest. 

The single, large, window features a step-up display 
arrangement, is trimmed in aqua and black velvet and 
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‘s changed twice weekly. Wallcases and showcases under- 


go a weekly alteration. 

What is the difference between karat gold, gold-filled 
and gold plated? Why does one watch keep better time 
than another? What constitutes perfect and imperfect 
stones, and what is the difference in prices in the two 


types of stones? 

Sperry clerks smoothly answer these everyday ques- 
tions. The jeweler considers a basic knowledge of mer- 
chandise a necessary part of every clerk’s education. 
Dull periods at the store find Mr. Sperry drilling clerks 
in such details. 

A part of the jeweler’s technique is to have both mas- 
culine and feminine sales personnel wear jewelry from 
the stock both while on duty and during time away from 
their jobs. Salesgirls proudly wear watches, bracelets 
and rings and a male clerk, when asked the time, makes 
a point of pulling up his sleeve to show off a new style 
watch sold by the firm. 

In addition, when asked regarding the merits of the 
merchandise they wear, the salespeople are prepared to 
give all of the details, thanks to the rehearsal they receive 
from their boss. 

“Everyone on the floor wears jewelry,” said Mr. Sperry, 
“and when they leave at night, I see that they are especi- 
ally well-prepared to display our wares. It attracts in- 
terest and attention to our lines.” 





“SOCIETY COLUMN OF THE AIR" 
(From page 186) 


I’m referring to our new ‘Society Column of the Air’ 
radio program.” 

“The Society Column of the Air” is broadcast five times 
each week, on Mondays through Fridays, over station 
WDSU in New Orleans. The time is five p.m., when 
women are likely to be relaxed, their day’s tasks and 
chores finished, their dinners an hour or more off. 


The Hausmann’s newspaper advertisements heralding 
the new program point out that the Column features 
“Martha Kay, your Society Reporter, with five minutes 
of interesting, enjoyable social news of all kinds—about 
yourself, your friends—weddings, engagements, parties, 
dances, club news and other important events.” 

How is the society news gathered? Hausmann’s news- 
paper advertisements, and the store’s radio Society Re- 
porter, Miss Kay, request readers and listeners to send 
in notes and information to the store. By telephone and 
mail they come flooding in—to give Hausmann’s Jewelers 
the grist for an effective advertising method beamed to 
the higher-priced customer. 





CASH IN ON CUSTOMER COMPLAINTS 
(From page 188) 


If customers complain that the merchandise is not up 
to anticipated standard, then perhaps the sales staff is 
“over selling.” Or perhaps advertising is misleading. Or 
perhaps the merchandise is actually of poorer than usual 
quality. 

Whatever the cause of customer complaints, sources 
should be quickly ferreted out and remedies made. Only 
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“The Bluebelle” (No. 30) 
— Sterling Silver Rattle: 
Beautifully designed cast 
silver handle. 








“The Animal Ring” (No. 
17)—Sterling Silver Nap- 
kin Ring: Choice of 
Lamb, Rabbit, Duck cast 
silver ornament. 








“Your Majesty” (No. 23) 
— Beautifully finished, 
heavy juice cup in ster- 
ling, with ornamental cast 
silver handle. 
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in this way can similar complaints be avoided in the 
future. 


Moreover, once a source of complaints is found and 
corrected, don’t feel you can stop there. Frequent check 
should be made to make certain that the cause does not 
return. This is particularly true of those complaints aris. 
ing from a human factor. In this respect, the sales clerk 
with the sharp tongue may be polite and courteous fo; 
awhile—but may revert to type unless supervised, Only 
by constant checking can one be sure that his “anti-con. 
plaint campaign” is always effective. 





PROMOTION ATTRACTS SELECT CUSTOMERS 
(From page 192) 


Of course those papers in which the Doubet store ad. 
vertised gave the store some free publicity. Mr. Doubet 
sent releases to all three newspapers several days ahead 
of the official opening date stressing his past record as 
a jeweler to build public confidence in his ability and 
integrity. The fact that he had been in business 43 years 
came first. Then a flash-back to explain his training and 
preparation. This was followed by a detailed record of 
local business experience with emphasis on the fact that 
he had been established in Chester since 1914, periodi- 
cally moving to larger quarters. Then, in harmony with 
the old journalistic adage that human beings are more 
interested in what is happening to their neighbors than 
what is happening to the world, he added that he had 
been a Chester resident for years until he recently moved 
to the suburban community of Ridley Park. The family 
touch appeared in the statement that one son, following 
in his father’s footsteps, had opened a store in Wilming- 
ton and two others were associated with their father in 
Chester. As proof that he extended the “family spirit” 
to customers and employees as well, Mr. Doubet stated 
that several of his employees had been with him for 
years, one for 25 years. A list of the organizations to 
which he belonged was, of course, included to catch that 
interest known to some psychologists as the “we-group” 
feeling. This completed his carefully planned release, 
but editors added compliments. 

In order to avoid distracting from the air of quality, 
no signs announcing the official opening were used. The 
only sign to indicate that the new store had not been there 
for a century was the one on the old empty store across 
the street, explaining that Doubet’s had moved and giving 
the new address but no date. To further the air of prestige 
the modernized display windows showed only carefully 
arranged “good” jewelry in the medium and higher price 
brackets, but yet standard items used by every family. 
One window contained nothing but table silver, the other 
diamond jewelry in rings, and other items. 


With customers coming in fairly slowly and steadily 
it was possible to hold their attention when presenting 
the gift and indicate the entrances to the basement and 
second floors, which had been previously banked with 
flowers, instead of “no admittance” signs, and to explain 
that these floors would soon be filled with gift mer- 
chandise. 

Photographic supplies is one of the side lines Mr. 
Doubet has found profitable and in keeping with his store, 
and he plans to build this side-line into a complete and 
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well-stocked department. By slowly developing such side- 
ines, he plans to broaden and develop his business to 
an even greater extent. Thus in this industrial city where 
stores selling low quality goods often find it easier to 
gain public attention and popularity than those selling 
ality merchandise, and where promotions often back- 
fire by attracting the “riff-raff,”” Mr. Doubet has success- 
fully attracted the select group of people who are his 
present and potential customers. 





OVER THE COUNTER CREDIT UPS VOLUME 
(From page 202) 


store, of course—on a single Charga-Plate. This is a 
little metal gadget, small enough to fit into a watch pocket, 
which is notched in a different place for each store in 
which the customer has an account. If Mr. Jones, for 
example, is making a purchase at D. H. Holmes Co., one 
of the largest of the department stores here, he presents 
his Charga-Plate. The clerk can establish by a quick 
glance at the spot on which the plates are notched for 
Holmes charge accounts, whether Mr. Jones has a right 
to charge his purchase. It’s that easy. 

“In establishing this new credit plan, we considered the 
fact that customers who have regular charge accounts at 
department stores are almost automatically ‘good credit.’ 
The existence of these charge accounts can be easily 
established. If the customer has a Charga-Plate in his 
possession, then he has at least one account. If the plate 
is notched in several places, indicating many charge 
accounts, then it is even more probable that the customer 
will be good for his purchase.” 

The business of making a credit purchase is now just 
about as simple as making a cash one at White Brothers. 
After picking out the merchandise he wishes to buy, the 
customer merely tells the sales person that he would like 
to buy it on terms. 

The sales person then inquires as to whether the cus- 
tomer has long term credit or charge accounts at other 
New Orleans stores. (If he has established credit at White 
Brothers itself, the operation is even easier.) The sales 
person finds out how the customer prefers to pay: weekly, 
semi-monthly, or monthly, and over how long a period. 
This information is written on the sales check. Then the 
customer signs the sales check, and walks out with his 
merchandise—or has it delivered. 

“On top of this easy buying plan, we allow additional 
credit, too,” he points out. “If a customer’s credit is 
good, he can buy more jewelry in the same easy way, 
and walk out with his purchase. When the total amounts 
come over $200.00, and only then, the matter must pass 
through the regular channels of the credit department.” 

White Brothers advertisements proclaiming this new 
service pointed out that “You pay only the nationally 
advertised price of any article. There is absolutely no 
interest, carrying charges, or extra charges for the privi- 
lege of buying on our Easy Credit Plan. 

“You take your purchase with you or you may have it 
delivered at once. All packages are gift-wrapped except 
large and fragile merchandise which must be packed to 
prevent breakage. 

“You may do your shopping by phone or by mail and 
be assured of the most careful selection of merchandise 
for appropriate gifts. Just call Miss Diamond, RA 7376.” 
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WANTED 
SALESMAN 


For Eastern Territory 














Long established, nationally known 
firm of manufacturing jewelers with 
a highly regarded brand name line 
of diamond rings and colored stone 
rings offers a splendid opportunity 
to an experienced salesman who 
has a following among the better 
retail and credit stores, and is thor- 
oughly acquainted with the follow- 
ing territory: 


NEW ENGLAND STATES 
PHILADELPHIA 
BALTIMORE 
WASHINGTON 


Replies are invited from top notch 
men only, stating qualifications, 
past experience and references. All 
such correspondence will, of course, 
be kept in strictest contidence. 


Address: 
Box "J-79", Care 
JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., New York 17, N. Y. 


Our sales organization has been 


advised of this advertisement. 
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Time Out For New Year's 


Don’t let that post-Christmas week go to waste; it’s a good 


¢ 


opportunity for displaying your party wares. Here’s what 


some jewelers are planning for their year-end promotions. 


EW YEAR’S is a splendid opportunity for jewelers 

to indulge in some post-Christmas promotion of 
suggestions for party-givers. The only drawback to this 
event as a promotion asset is the fact that it comes so 
soon after the jeweler’s big splurge for Christmas and is 
thereby passed up by him in many cases because there 
is not enough time between the two events to allow him 
to set up an eye-compelling display. However, with a 
little foresight arid extra planning at the time he is devel- 
oping his Christmas displays, the jeweler can work out 
something for his New Year’s windows that can be easily 
and quickly installed for that selling week before the 
January Ist holiday. 

As examples of what some jewelers are planning for 
New Year’s promotions, Bohm-Allen, of 600 16th St.. in 
Denver, Colorado, is scheduling a card file full of sug- 
gestions for New Year’s parties during the last weeks in 
December as well as a display of glassware and gift- 
wares calculated to make any party infinitely more eye- 
appealing. The store is urging customers and non- 
patrons to bring in suggestions regarding New Year’s 
party refreshments, decorations, entertainment schemes, 
and in fact, anything pertaining to New Year’s celebra- 
tions. These suggestions will be typed and placed in a 
card file for anyone to copy. Bohm-Allen will, moreover, 
offer special ensembles of giftwares, glassware, china and 
kitchen appliances such as mixers, sandwich slicers, hos- 
pitality trays, etc., items usable at parties anytime during 
the year, at a special “Party Showing” between January 
1 and 8. That week will be known as “Party Planners 
Week” at the store. 

Joseph Goaistone, 405 16th St., also of Denver, is 
tying in the New Year with a special showing of birth- 
stones for every month of the year. He is suggesting 
that husbands and wives exchange birthstones as a New 
Year’s present on or before January 1. The store will 
package the birthstone attractively and, in addition, will 
include a signatured New Year’s good-luck greeting card. 
Mr. Goalstone believes birthstones are a natural item 
to push at the first of the year. 

The Kortz-Lee store, which operates a photographic 
department, will follow up a similar Christmas promo- 
tion by offering twenty-five $1.00 prizes for the best 
indoor or outdoor shots taken on New Year’s eve of a 
family gathering, a street scene, or a human interest 
photo; anything, in fact, that is based on the seeing of 
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the Old Year out and the New Year in. Awards are 
doubled if the camera used to take the shot was pur. | 
chased from the store during the past year, or if a | 
projector or other photographic piece of equipment 7 
totaling $25 or more was purchased from the store dur- 7 
ing that interval. ; 

Rogers, 526 16th St., on the other hand, is interested ~ 
in appliances, glassware and giftwares. They are asking 
housewives to enter their New Year’s home decorating — 
contest by submitting sketches of the kitchen, dining | 
room, or guest room they would like to possess in 1948, 
whether new or redesigned. Sketches need not be elabo- 
rate—those pertaining to flats, apartments and small 7 
homes are most desired, and those projects which can be 7 
accomplished on a limited budget are even more desir- | 
able. The best sketches will be placed in a store interior — 
display which is bound to attract attention. : 

Sid Greenburg, of The Jewel Chest, Denver, is urging 
all his customers to file a list with him on or about 
January 1 of all friends and relatives and acquaintances | 
and the dates of their birthdays and anniversaries during | 
1948. The customer also lists the amount he wishes to 
spend on each remembrance and mentions any specific 
item that he has in mind to give that person—anything © 
which Greenburg carries in stock. The list is left with © 
the store and promptly on all such birthdays and anni- ~ 
versaries a Greenburg present with a card bearing the 
name of the donor is furnished. The store checks on all 
lists daily and bills the gift-giver on the same day the 
gift is sent out. As an alternative, the gift-giver can 
deposit sufficient cash on the first of every month to 
cover all gifts to be furnished by the jeweler during the 
month in question. Such a list device prevents em- 
barrassment when a friend or relation’s birthday or 
anniversary is overlooked. } 

Frumess, of Denver, is making a special drive for those ~ 
customers who have not as yet received the appliances — 
they desire. The store invites all housewives to come in 7 
between January 1 and 10 and leave a summary of their © 
appliance needs. Frumess will endeavor to secure at — 
least one appliance for each housewife from among her — 
“wanted” items before February 1 as a special “favor” | 
from jeweler to consumer. 4 
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1857-1947 A, 
“Last night the opera opened at the new Academy of of the firm of M. Sickles and Sons in Philadelphia 
Music in Philadelphia . . . Brilliancy and beauty flashed - - - iN 1857. 
from every part of the audience circle” Four generations of unparalleled Service .. . Ninety 


Philadelphia Public Ledger, February 26, 1857. ¥&* of unequalled Performance ... have resulted in 
a reputation for Quality and Integrity . . . Still ‘pio 
Auspicious as the brilliant opening of the first opera neering, M. Sickles and Sons, Inc., look forward to 


performed in the Academy of Music, was the founding new triumphs on the merchandising frontier . . . SY 
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Luggage Means 


ny 


Big Volume 


To Boston Jeweler 


UGGAGE is a big item—big not only in size, but 

big in dollar volume of unit sales, as well. Some- 
times, a single piece of fine luggage will gross as much 
or more than a ring, a medium-priced watch, or certain 
items of silverware. 

The Bigelow-Kennard Company’s store in Boston have 
found this to be true, and today their luggage department 
is one of their principal sections. Six sales persons are 
required to handle the complete line of leather goods, 
which includes not only fine-quality gloves, bill folds, 
and jewel cases, but larger brief cases, physicians’ bags, 
overnight cases, and two-suiter traveling cases. 

The store carries two displays—one on its main street 
floor, half way between the outer door and the service 
departments, which handles general jewelry and watch 
repairs. 

Thus, many of the customers are obliged to pass by 
the luggage on their way to one of the service divisions. 
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Edward Hume, manager of 
the leather goods section 
of the Bigelow & Kennard 
store, Boston, displays a 
fitted overnight case to 
customer from large line. 


Overflow from the street 
floor display, this large 
stock of fine quality bags 
are on display in store's 
separate basement section. 











epg ei 


by EVERETT M. SMITH 


Not everyone “passes by,” however. Many stop to 
examine the fine-quality luggage items on display. Many 
make their purchases—purchases which otherwise might 
have gone to a store which specialized in leather goods 
alone. 

Edward L. “Ted” Hume, vice-president of the firm, who 
manages the Luggage Department at Bigelow Kennard’s, 
points out that sales have been very active during the 
summer vacation months, and that many wedding couples 
have discovered their “going away” luggage outfits while 
in the store to purchase diamond engagement and wed- 
ding rings. 

Others discover the luggage when they come in to buy 
wedding gifts. The store, while featuring the Mark Cross 

(Please turn to page 248) 
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The Ad-Viser 








--- Direct Mail Advertising 


by IRVING SETTEL 


Tenth in a series of articles on retail advertising 


continues the discussion of direct mail as a medium. 


OMEONE once asked a direct mail specialist to ex- 

plain the uses of this type of promotion. His an- 
swer was quick and exceedingly apt. “Direct Mail,” he 
said, “can be used in the following ways: As a pathfinder; 
as an introduction; as a personal salesman; as a customer 
reminder; as a goodwill builder; as a sales increaser; as 
a stimulant for active customers; as an effective tonic for 
inactive customers; as a reviver for almost dead cus- 
tomers. Direct mail is the most versatile of all advertis- 
ing media.” 

Direct mail advertising is not only versatile, it is also 
the most flexible within its own field. It lends itself to 
many forms of salesmanship where “others fear to tread.” 
For example, it has been used successfully for missionary 
work preceding visits of salesmen; it has been used as a 
follow-up of salesmen; it lends itself to the emphasizing 
of special sales where the advertiser desires to control 
circulation. Most important, direct mail actually gets 
into the homes. Even the best salesmen are not welcome 
in many places where the postman is greeted enthusi- 
astically. 

As a retail jeweler, there are a number of types of 
direct mail pieces which are suitable for your use. Let 
us consider the most practical of these and what they can 
do in terms of sales. 





LETTERS 


The most commonly used form of direct mail is the 
letter. It is highly effective because it simulates the 
personal message which people are accustomed to receive 
every day. This type of promotion may be typed indi- 
vidually or reproduced by machine. The following points 
are important to remember: 

1. Compared to most mailing pieces, letters are in- 
expensive. The use of modern mechanical devices such 
as the multigraph or the mimeograph machines have 
made inexpensive quantity runs possible. Of course, in- 
dividually typed letters are most effective. But this 
method is expensive in time and money. The multigraph 
machine, closest to the original typing, is used to stimulate 
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the individual letter. This can duplicate the “color” of 
your own typewriter ribbon and “fill-in” salutations to 
make the message appear personal. 

2. A letter is usually read more carefully than a care- 
fully planned circular. 

3. To be effective, the letter should be short, well writ- 
ten and to the point. It should employ all the rules of 
effective advertising. 

4. The letter has been used successfully to promote 
single items of jewelry, the institution, to solicit new busi- 
ness, to promote collections, etc. Many retail jewelers 
use a standard form letter to express congratulations to 
people on lists of marriages, births and graduations, 
taken from the local paper. Such a direct mail piece 
creates goodwill among potential customers. 


FIRST CLASS MAIL CARDS 


This type of promotion consists of either an unfolded 
piece of cardboard with a message or the government 
penny postcard. The government card has been used 
extensively by retailers throughout the country with suc- 
cessful results. Some business frown upon this method 
of advertising; nevertheless, it has proven its worth. A 
post card is more apt to be read than any other type of 
direct mail piece. It requires only a glance to read the 
message. No opening of envelopes complicates matters. 
If the message is short and effective, the reader will re- 
spond. It is excellent for announcing sales, selling single 
items, making special offers, etc. It can be written by 
hand or printed in one or more colors. The cost of 
mailing is always one cent and preparation can be had 
equally inexpensively. For its cost, certainly no other 
type of promotion can compare with the government 
post card. It is possible too, to obtain return post cards 
from the post office. These come attached to regular post 
cards and the cost of the complete double card is only 
two cents. It carries the advantage of bringing to the 
customer, a return card already addressed and ready to 
mail with the postage already paid. When it is necessary 

(Please turn to page 271) 
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TIMELY MERCHANDISING BJ-]5[3 foe 
ADDS ANOTHER TO ITS LIST 


OF SALES SUCCESSES 


AN EYEFUL OF VALUE 
FOR POWERFUL PROMOTION 


Rima’s record of giving the trade consistent 
sales-successes . . . one volume-leader after 
another .. . has all the earmarks of a tried 


and true merchandising policy. 
Silat Typical is the newest Rima creation . . . the glamorous 


The house that is so quick to sense watch Diamond Lil watch . . . illuminated by two genuine 
fashion trends . . . and so quick to take diamonds, boasting the famous 17-jewel Rima move- 
advantage of them — FOR YOU! . . . Rima ment, and a 10K rolled gold plate case, steel back. 
offers you — again and again — the ulti- Without doubt, here is the diamond watch that can 
mate in up-to-the-minute styling plus value, be a record breaking best-seller right from the 
the ultimate in merchandising flexibility! word go! White or yellow, Keystone $39.90. 
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Stores furnished the ballots for 
the voters who were only obliged 
to enter store in order to vote. 


66M WANT to vote. Where do I get a ballot?” 

“Tf I heard that once, I must have heard it a few 
hundred times,” relates C. A. Robinson, owner of the 
Robinson Jewelry Store in New Orleans’ Oak street busi- 
ness district. “This promotion—an election for honorary 
officials—brought droves of new customers through our 
stores, and it is going to do a lot of lasting good, in my 
opinion, insofar as building permanent business.” 

The “election” in question was a serious political affair. 
It was put on by jewelers and other merchants in New 
Orleans’ Oak street and Carrollton business sections, as 
a stunt to focus attention of customers and prospects in 
their section of the Crescent City on the nearness, com- 
plete stocks, and easy shopping facilities of the uptown 
stores. 

How did it succeed? How much good can such a stunt 
promotion do to build solid, easy to count jewelry sales? 

“Well, I'll put it this way,” reports one dealer. “Some 
30,000 persons voted. To vote, each one had to enter 
one of our stores. It was not necessary to make a pur- 
chase, but the ‘voter’ still had to pass through displays in 
one of the uptown stores. When some 30,000 prospects 
pass through and hy your displays—some of them are 


They Came To Vote 
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And Stayed To Buy 


““Eleetion’’ campaign by store owners of Carrollton area of New 


Orleans brought over 30.000 ‘voters’? to their stores and focused 


eustomer attention on availability of these uptown establishments. 


bound, by the old law of averages, to turn from mere 
prospects into customers. 

“I look at it this way: as long as a man is on the side- 
walk, he is only a prospect. But once he crosses the 
threshold into my store, he becomes a customer. If he 
doesn’t buy while he is in the store, then our selling work 
is at fault. 

“This promotion, by such a standard—and I think it’s 
a good one—brought 30,000 customers through our 
doors. Besides the undoubted immediate sales jump that 
these 30,000 customers brought, I think that the honorary 
election promotion will have a long range result in in- 
creased sales, because it has served to do more than mere- 
ly pull people into the stores: it has made them conscious 
of the jewelry and other shopping facilities available 
almost outside their doors on Oak street and in other 
stores in the Carrollton section of this city. It has made 
. them conscious of the section in which they live—and 
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by DON MERRILL 


the natural follow-up to that is to become conscious of 
the stores in that section.” 

The election was held—at the expense of Carrollton 
and Oak street merchants—to pick an honorary mayor, 
commission council, district attorney and other officials 
for the Carrollton section. Actually, a slight historical 
precedent for holding such an election did exist because 
at one time Carrollton had been a separate community, 
connected with New Orleans by a “Smoky Mary” rail- 
road. As the Crescent City grew a hundred years ago, 
the community of Carrollton, La., was incorporated into 
the metropolis. 

There were two “tickets,” each composed of the owners 
of Oak Street and Carrollton stores. Their battle was as 

(Please turn to page 256) 
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MERRIEST CHRISTMAS 


CONTINUING PROSPERITY 
in 1948 





We Are Grateful, Mr. Dealer 


Thanks for pushing the NEW ZIPPO Wind- 
proof Pocket and Table Lighters—sales exceeded 
every expectation. Thanks, too, for your patience 
while production could not possibly keep up 
with the orders. 


We promise to continue to manufacture high 
quality, to back you up with national advertising 
to keep ZIPPO moving the year ’round. ZIPPO 
stands back of every sale—regardless of age or 
condition, no dealer or customer ever paid a red 
cent to repair a ZIPPO. 


ZIPPO MFG. CO., DEPT. X, BRADFORD, PA. 


SELL FLUID and FLINTS 


When you sell a lighter, sell a bot- 
tle of ZIPPO quick-lighting Fluid 
and a couple of packs of ZIPPO 
sure-fire FLINTS (fit most light- 
ers) — customers get the habit of 
coming back for more. 





























LAYOFFS NO BOGEY TO CREDIT BUYERS 


(From page 194) 


for a purchase today, continue his payments as long as 
his employment continued but if at any time before pay- 
ments were completed he lost his job or be laid off, he 
would not be required to pay any further instalments 
until such time as he again obtained employment. 


The program was announced in a full-page newspaper 
advertisement with the words “No work, no pay” played 
up in huge letters that occupied nearly half the entire 
page. Copy went on to explain that the customer could 
buy what he wanted, charge it and take a year to pay 
with the distinct agreement that if he was out of work 
at any time before payments were completed, the pay. 
ments would be suspended until the purchaser was back 
at work again. 

Follow-up advertisements repeated the same theme and 
displays incorporating big blowups of the ad were in- 
stalled in all of the windows and through the interior 
of the store. 

“It proved tremendously effective,” says Ben, “in com- 
batting the depression psychology which some mis-guided 
people seem to be trying to spread. It immediately 
bolstered customer-confidence, blasted recession whisper- 
ing and quickly shot up sales volume to a highly satis- 
factory degree. 





CUSTOMER EXPERIENCE MAKES SUCCESS 
(From page 200) 


tomer acceptance, new and complete departments were 
set up to house them exclusively. 


These include specialized departments for radios, pens 
and pencils (a big section), compacts, small electrical 
appliances, costume jewelry, men’s jewelry, clocks, pipes, 
and electric razors. Small housewares, notably aluminum 
pots and pans, have been accorded an enthusiastic re- 
ception by Leonard’s patrons. These are very popular 
as gifts when they are neatly packaged in small kits, 
and there is a complete section devoted to them. 


Interest in gifts and artwares, such as California cer- 
amics, has been so lively that the entire mezzanine is 
being given over to a giftwares department. 


One of the stellar attractions, which started as a side- 
line, is the camera and photographic equipment depart- 
ment, where it seems that every shutterbug in the town 
likes to meet and talk over the beloved pastime with the 
doctor, who is an avid camera fan himself. Adjacent to 
this is a completely equipped darkroom, to which all 
camera enthusiasts are welcome. A complete line of all 
types of cameras, projectors, and equipment is carried. 


The camera department has become so popular that it 
will have to be enlarged to take care of the swelling busi- 
ness. Many jewelers have been deterred from establishing 
such a service because of the low markup as compared 
to jewelry and because of the problem of dealing with 
what is considered unfamiliar merchandise. Dr. Lipson 
contended that the markup is sufficient to carry the de- 
partment. 


“But what is more important,” he added, “a camera 
department is an excellent trade builder for other de- 
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ILLED AND 
ROLLED PLATE 
JEWELRY 


























The durability of filled and rolled plate jewelry 
is not revealed by “quality marks” alone. 





Look to the base metal for the full story! 


When that base is Pure Nickel, you have 
a solid piece of corrosion-resisting metal. 


Pure Nickel is a quality base for Gold, Silver, 
Palladium and other metals used in filled 

or rolled plate. Gold, Silver and Palladium 
on Nickel is regularly produced in all forms. 


EMBLEM OF SERVICE 






TRADE MARE 


( oe e “YourUnieen Frtend”’ 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


241 





partments. This kind of service makes friends for the 


| vr jeweler. It creates word-of-mouth advertising. It gets 
7 SEL people into the store.” 
. He emphasized that like all of the other department, 


PROMOTIONAL LY PRICED which feature so-called unconventional jewelers’ mer. 


chandise, the camera department gets people across the 






threshold. He feels that too many jewelers, especially jin 
small towns, lease expensive space and let it go begging, 
when they could be utilizing it to better advantage by 
taking on additional departments. 

“What we are striving to do is to get people to cross 











WATCHES our threshold, even if it is only to look. Some of our 

— patrons come in once or twice a week to see what we have 

t WIYZLA that’s new. We encourage them to browse, to ask ques- 

tions, to pick up merchandise, and to scrutinize it. If 

On the Air Over ete al they don’t want it at present, we don’t try to push a sale, 
Stations from Coast- sel If they really want it, they'll be back.” 





He contends that the average shopper should cross the 


° jeweler’s threshold as often as she does a department 
WHAOWLL store, provided that the jeweler gives her good reason, 
not just to pay her bill. “I think that the customer should 


enter our store as often as twice a month. But in order 
to expect a record as high as that, we know that we must 
have something to attract her or him. Naturally, the pa- 
tron will not be in the market for a diamond ring, silver- 







MATCHED BRACELET WATCHES FOR MEN & LADIES 


A ‘‘natural’’ for your pre-Christmas 
selling. Basket-weave bracelets with 


















double safety catch. Smartly styled RA 
cases with domed crystals. 17 No ware, or a watch that often, and so our other depart- 
Jewel movements. May be P ____f SI3 
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purchased separately or , Q8OA8. ments must have merchandise of the kind that will pro- 


as a set. Easily sized; Kz DILLBLDs vide constant interest. 
simply remove SIBISSS: “No matter what the patron is buying, she is style con- 


( 
ap . 7 
ff scious. She wants something new and different, whether 


screws. yg CIPSIR 
i it be a jewelled clip or a waffle iron. We carry top 
lines of merchandise—virtually all of them famous 


ADAM 
No. 816B) AE SIF 
branded lines—and our stock is always fresh. If there 


1 20 12K Lz Te) FF 
Gold Filled ane A~ © " 
R G.P. Case a > 4.’ ‘ 
is a new idea in any type of merchandise we carry we'll 
get it and promote it. Novelty items are important for 
gifts, especially those that can be engraved.” Leonard's 
maintains a full-time engraver just to take care of this 

































» 
$21.85 GewAXe 
PE xe ¢ 


SoC Mt fu 
DLIPPILPO GO —iFEEEEEP 
Log 5ag" ———Spgge- 












ee ee 

































































business. 
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Sa po SFFGERS Windows and interior displays are changed frequently, 
v Zip bf“ PN . Cl ° e e ° 

3 (pny “5 O ~ oN EY a and newly arrived merchandise is displayed to catch the 
LO NO 71’ EVE : . 
y, a NO" No. 4178) shopper’s eye—or ear. To promote the sale of radios, for 
3 amma XX / 7 ‘ feta - ant example, a console model was placed in the lobby, where 

\ op: Hromsigs: : the faint strains of music drew passers-by like the pro- 

—__—_PPBH WA $21.50 verbial Pied Piper of Hamlin. 

> AK “You'd be surprised how many console radios we 
7 ‘SSSSSP.. Tibia sold from that simple method of attention getting. Many 
ID IBALL," te a= people who had never been into the store came in to ask 
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about our radios. Some of them didn’t buy that model, 
but they did buy radios, and although some of them 















Luxuriously Packaged didn’t buy anything, they have been back to purchase 
. in plush-lined box with other items,” Lipson said. 
ivory plastic cover bearing gold- Small, prosperous Visalia is located in the heart of 


color metal name plate. ; , , , 
one of America’s most fertile agricultural regions, the 


Order Today for Immediate Delivery San Joaquin Valley. With crops establishing an all-time 

. record for yield and dollar income, merchants in the 

Sy Conan Tn weve VERE long valley are enjoying one of the best fall seasons in 
Every Robot Watch comes with a . : : , 

written guorantee. years. Residents of this wealthy agricultural empire are 

FREE AD MATS extremely jewelry conscious. Dr. Lipson’s fall volume 

promises to keep pace with last year’s unprecedented 


obot WATCH CO. INC sales. In fact, he is expanding several departments to 
_“ ° . 


handle increased business in lines like silverware. 











Importers and Distributors of Watches Leonard’s, which has a number one location in the 
and Chronographs center of the business district on the main street, enjoys 
is 580 FIFTH AVENUE * NEW YORK 19, N. Y. a nice business with tourists as well as townspeople. The 
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beautiful new store was completed in September 1946. 
Of simple modern lines, it is as uncluttered looking as 
a band box both inside and out. Even though so many 
different lines of merchandise are carried, the store has 
a dignified atmosphere, albeit friendly and informal. 
Prior to building the new structure, Dr. Lipson found 
that he could not handle the business in a store half the 
size, which he had opened in 1944. He still maintains a 
thriving practice, but he finds plenty of time to oversee 
affairs at the store, which is managed by Don Bennett. 
The most frequent question popped at Dr. Lipson is, 
“What ever made you go into the jewelry business?” 
And his answer usually is, “Jumping from the profes- 
sion of dentistry into the jewelry business is not such a 
radical departure. The two fields are not as remote as 
you might think. Every dentist is skilled in metallurgy 
and he has a great deal of practical knowledge about cus- 
tomer psychology, both important assets to a jeweler.” 
On top of this, Dr. Lipson’s family has been engaged 
in the jewelry business for many years, and it has been 
a hobby with him. Being a customer also taught him 
a lot of do’s and don’ts, he confided, and the most im- 
portant “do’s” were to be friendly but not to push pa- 
trons into buying, to let them see his wares, and to sell 
the kind of merchandise to get them over the threshold, 
for threshold resistance is the bugaboo confronting many 
jewelers today. Adding other lines, promoting them just 
as you would traditional jewelry lines, and departmental- 
izing them are this jeweler’s answers to that problem. 


BETTER SELLING FOR BETTER PROFITS 
(From page 206) 


The steps covered above pave the way for the fing] 
important step . . . which is to co-ordinate all factors 
necessary to do an effective selling job. Though all you, 
main factors analyze perfectly, they still need to he 
meshed .. . put into gear on a real sales program. This 
furnishes the power to capitalize on your good points, 
Only through adequate sales planning coupled with 
proper sales training can you show steady progress, 

19. Do You Have a System for Sales Planning? Do 
you keep track of your sales by weeks, months, years? 
By streets or districts? By prices, sizes and brands or 
varieties of certain types? By demand, volume and 
turnover on other types? By new business and repeat 
business ? 

20. Are Your Sales Plans Flexible? Do they permit 
you to take advantage of changing conditions (such as 
pay-days, special events, growth trends in certain com. 
munities, tie-ins with national advertising campaigns, 
etc.)? Do you make telephone calls, use hand bills, 
newspapers, direct mail, novelties, or spot radio an- 
nouncements ? 

21..Do You Keep Track of Results? Do you key your 
promotion efforts so you can keep tab on results? So 
you may know, without guess work, the proper use of 
various methods and media? Which ones pay and which 
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Optical Repairing 
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Y < aa Built and Guaranteed by ; 
, the Makers of the GEM:. 
Safety Razor aaee: 


RETAIL 


e PRECISION BUILT 
e RHODIUM FINISH NO FEDERAL TAX 
e SINGLE ACTION KEYSTONE LIST $9 


CHOICE OF LINE DESIGN ABOVE OR ENGINE-TURNED BARLEYCORN 


IMMEDIATE CHRISTMAS DELIVERY 
Send Your Order Now 


30 





740 SANSOM STREET, PHILA. 6, PA. 
MEMBER OF THE NATIONAL WHOLESALE JEWELERS ASSOCIATION 
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Alslos Raltin s. Cone. 





do not? Do these follow the sound principles of both 
printed and face-to-face salesmanship? Are your mail. 
ing lists of customers and prospects kept up-to-date and 
properly classified? Is the total cost for a campaign oy 
for a year within your safety mark? How does each 
of your various efforts compare with others in the light 


of the only real test—sales? 
(To be continued) 





New Type Balance Wheel 


A watch with a balance wheel of an entirely new type 
which employs no timing screws and which also does not 
have the traditional regulator with index and curb-pins 
has recently made its appearance in the American mar. 
ket. This is the Era watch manufactured by the Era 
Watch Co., Ltd., of Bienne, Switzerland, whose American 
representative is the Arthur Bauer Co., Inc., 48 West 48th 
St., New York. 

The illustrations here show that the novel construction 
of the Era balance, which is of the monometallic type, but 
with its rim of an entirely new construction. The arms 
and the inner circle of the rim, are formed of equal 
thickness and lie in the same plane; but beyond this 
part of the rim, the metal is formed into an annular ex- 
tension about three times the thickness of the inner circle, 
the walls of this outer ring standing, in cross-section, 
perpendicular to the plane of the inner ring and arms. 


"4 





New Era monometallic type balance which features 
an entirely different type of construction. Bend- 
ing blocks on circumference of wheel inward or 
outward (below) produces change in rate of watch. 








inward bent 
to the shoulder 


outward bent 
to the shoulder 


The thicker outer rim contains the essential innovation 
patented by the Era Watch Company. Machining opera- 
tions cut out contiguous portions of both the inner and 
outer rims, so as to form ten blocks on the outer rim, 
each of which has a thinned neck of metal that allows 
bending the block inward or outward, in the plane of the 
wheel. In the same way as with timing-screws on the tra- 
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aces UNLIMMNtD! 


The Glen-“Glider” ratchet plus smart Glen bracelet 
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ditional balance, bending these blocks will produce 
changes of timekeeping rates, by altering the effective 
mass of the balance, bending some of the blocks inward 
to cause faster rates, or outward for slower rates. This 
bending is meant to be done with tweezers and without 
removing the balance from the watch. For the use of 
the watchmaker, the Era company furnishes a chart, indi- 
cating where and how much to alter the positions of 
blocks to produce definite rate-changes. 

The regulator arm is dispensed with by making use of 
the principle embodied in the means that have long been 
used for regulating the mean-time performance of marine 
chronometers. Discussing this point and the novel con- 
struction of the balance wheel, a recent article in the 
leading Swiss watch trade journal, “Journal Suisse d’Hor- 
logere,” comments in part as follows: 

“In any well poised balance wheel the weight of the 
balance should be equally distributed about its staff. This 
equal weight distribution, however, doesn’t necessarily 
mean a complete regulation. All factors connected with 
the balance must cooperate to assure a good adjustment. 
The balance wheel in itself, the hairspring, the upper 
and lower hole and cap jewels, and the regulator itself 
must be executed with the most accuracy to achieve real 
precision. Modern watch manufacturing techniques have 
helped considerably toward giving an accurate time piece 
to everyone. However, a certain tolerance must be recog- 
nized in any machine and this tolerance is the factor that 
prevents any watch or clock in this entire world from 
being exactly and absolutely on time. The problem of 


watch manufacturing then is to reduce this tolerance to 
as close to zero as possible. 

“One of the main reasons for the failure in our striy. 
ing toward absolute precision is the contact between the 
hairspring and the regulator pin. The tiniest deformity 
of the regulator pin will show up. If we dispense, there. 
fore, with the regulator and devise different methods to 
balance the entire balance wheel system, one reason for 
failure has been eliminated and we arrive one step closer 
towards perfection. 

“Therefore, the suppressing of the regulator, under the 
conditions we have exposed above, is an advantage; it 
will no doubt bring an improvement to the adjustment of 
the wrist-watch made in series.” 





LUGGAGE IS BIG VOLUME FOR BOSTON JEWELER 
(From page 234) 


line of fine-quality light weight luggage, and the more 
durable top-grain, sun-tanned hide cases, also carries 
several other kinds of quality luggage, including the 
Fulton Luggage Company’s “Solight” line. 

There are fitted overnight cases with morocco and 
canvas covers and with lucite fittings. There are luggage 
items in Nylon and in cotton twill and raw hide. There 
are ladies’ hat boxes and gentlemen’s Gladstone bags; 
French-edge suitcases; English pigskin bags, wardrobe 
suitcases, and two-suiters, some in blue-white trim. In 
fact, the complete line is far ahead of anything seen 

(Please turn to page 256) 
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Alvin Loose, man. 
ager of Hentschel's 
explains the firm's 
layaway plan to an 
interested customer. 


Cok ie 


nigra ae eee Ricca 


by SYLVIA SCHUSTER 





Merehandising Plan Considers 





Silverware a Family Matter 


ee MTS not much use in my opinion,” says Alvin F. 
Loose, manager of the A. C. Hentschel Jewelry 


a — insertions Hy wren’ 4 Store at 4711 W. Lisbon Ave., Milwaukee, “to protest 
ayeway yn eered ‘by Srenteenel s. to the silver manufacturer about selling to canvassing 
organizations. 


“I feel that the best—and the only way to effectively 
combat this house-to-house practice is by educating the 
public to the advantages from their point of view of 
buying from the reputable and established jeweler and 
by vigorously and consistently promoting the sale of 
silverware in our stores. 

“That’s what we at the Hentschel store are aiming all 
our efforts at, and the steady mounting of our silver 
sales tells us that we are succeeding. 

“We build our efforts on what we consider the most 
solid foundation of all—the developing of business for 
the average family as a unit. Especially in the matter 
of silverware which is primarily a precious possession 
of the family, it is important to cater to the family as 
a unit and to aim one promotion at them all. That is 
the policy our store has followed since it was founded 
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“Mother will believe me, too, when she sees my Gorham Ster- 
ling in my favorite pattern. Remember when you and I de- 
cided nothing but the best would ever do in our home? You 





seventeen years of fine silver-making give you enduring 
beauty that will always do you proud. Gorham Sterling adds 
a distinction from your first important dinner on. 


began our sterling silver account’ then, because both of us 
have a zest for living nicely...for wanting good things like 
Gorham, the best-known name in sterling. Perhaps we can 


Send for illustrated book," Entertaining—the Sterling Way; 10¢ 
(outside U.S.A., 40¢). The Gorham Company, HB-1126, Provi- 


start with only a few place-settings now...but we'll enjoy us- dence, R. I. 

ing them every day while we match and add* THE MODERN WAY #0 buy sterling is in units of place-settings— 
Your own high standards are reflected in the Gorham tradi- each consisting of six pieces. Place-settings about $23.00 (Fed. tax 

tion of exquisite design and workmanship. One hundred and incl.), depending on which of the twelve Gorham patterns you choose. 





STERLING ee 


America's Leading Silperamiths sinee 1431 





Hiustrated> free of : 
the tuelve Gotham patterns 
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by Mr. Hentschel back in 1903. And that’s why we still 
find the children—yes, and the grandchildren of our 
original customers coming back to us, even though today 
they may live at a considerable distance from our store.” 

The Hentschel company uses many means of advertis- 
ing and merchandising to promote this silver and uses 
them regularly and consistently. 

Well up in the list is window display. The store. 
although out of the downtown area has the advantage 
of being located on a heavy traffic six-way intersection 
at which passing cars must necessarily slow down to a 
very low speed with the result that they go past the 
Hentschel windows at a leisurely enough pace for the 
occupants to be able to get a good look at the displays. 
Hence, Mr. Loose pays a good deal of attention to this 
phase of the store’s merchandising. 

Because he is mostly interested in promoting silver- 
ware, he gives it a featured spot in his window. The 
door to the store is set in the center of the building’s 


in the center with a pen and pencil set placed on each side. 

Because this window was set up two months before 
Christmas, the theme was one of layaway. To carry out 
this theme on a simple, yet effective scale, Mr. Loose useq 
squirrels (noted for their putting-away qualities) and 
signs to stress the layaway idea. 

Also prominently displayed in the window is the plaque 
telling the public to “Buy jewelry from your jeweler,” 
The recessed lights in the roof of the window throw a 
brilliant gleam over all the items and brings out their 
color and shine; and one spotlight beam is used to call 
attention to the item featured, in this case, the chest of 
silverware. 

Other forms of advertising that Mr. Loose has found 
effective are radio, newspaper ads, and catalogs. Despite 
the fact that many people think a neighborhood jeweler 
can’t compete with larger firms in the matter of adver- 
tising, still a firm such as Hentschel’s has proven for 
itself that it can use all those same media profitably. 


Hentsehel’s, Milwaukee, Wise., places emphasis on the fact 


that silverware is primarily a precious possession of the 


family, and should be purehased from a reputable jeweler. 


: 





front. On both sides of this entrance are the display 
windows. Usually Mr. Loose decorates one as a mas- 
culine window, and the other as a feminine window, with 
merchandise laid out accordingly. 

In the window shown in the accompanying picture, he 
has made use of different heights created by steps covered 
by a white throw-scarf. Small, but precious gifts, perfect 
to give a woman, are shown nearest the window front at 
the lowest level. 

The second step shows more—and a little higher priced 
—items. The third step has a chest of silver highlighted 
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Squirrels provide the theme for one of the 
Hentschel's windows featuring layaway items. 


This firm sponsored a radio program on the local radio 
station WFOX at 10 a.m. three times a week. It featured 
musical selections interspersed with fifty-word spot an- 
nouncements. The short sales talks plugged one item in 
the store and followed this with an institutional plug for 
the store itself, to fix its reputation in the listener’s mind. 

Ads in the local daily paper proved very effective also. 
Mr. Loose made sure these were placed in the green sheet 
of the Milwaukee Journal, for he knew that was the most 
popular section of the whole newspaper. The comics on 

(Please turn to page 275) 
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..-A silvery snowfall Christmas 
Eve, to frost the roofs and glitter 
along the evergreen boughs 


..- A Christmas tree so tall that 
its silver star brushes your ceil- 
ing... sparkling with silver balls 
to reflect the children’s wide 
bright eyes 








..-A silver moon, to light the 
path of the carollers that come to 
your window 


... All the faces that you love 
around your table... silver 
candleglow to beam on the bowed 
heads ...and, later, to strike 
sparks from a carving knife 


BO acs) 





... Lhe silvery peal of New Year’s 
bells, to usher in a 1948 that you and 
we, working together, can make an 
even greater sterling silver success 
than 1947 





With warmest thanks for your co-operation 
With the most glowing new plans for the new year 


With the highest hopes for continuing prosperity 
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No matter what the 
main topic of their 
window display, in. 
fants’ goods always 
are given prominence 
in Shmerling window, 


Baby Sterling Need Only Be Seen 


REATING a worthwhile sales volume of sterling 

gifts for infants is, according to our experience, 
largely a matter of keeping the public acquainted with 
the fact that the store carries a large line of such gifts, 
and utilizing a bit of “merchandising showmanship.” 

We have carried an unusually large line of baby 
sterling for the past 30 years. The actual amount of the 
inventory is difficult to state, since it is incorporated in 
our sterling hollowware stock, but for the sake of sim- 
plicity and maintaining a full-sized range of stock, we 
have set minimums for every item—such as 2 dozen baby 
spoons, 2 dozen porringers, 1 dozen lockets, 1 dozen 
wristlets, etc. We take a physical inventory of infants’ 
sterling gifts at the end of each month, and when any 
particular item reaches the pre-determined minimum, a 
re-order is automatically sent out. By this means, even 
during the war, we were able to keep our stock at its 
normal level. 

Most of our re-orders are sent out for 6-dozen lots, 
which we have determined as the ideal order in ratio to 
our turnover. 

Our sterling infant gift merchandising campaign is 
based on three points, which are: 

1. Immediate followup of all new births in the city. 

2. Year-round window display of a specialized nature. 

3. Extremely prominent interior display in cases de- 
signed especially for the purpose. 
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by H. SHMERLING 


H. Shmerling, Jeweler, 
Augusta, Georgia 


The most effective form of “merchandising” we have 
discovered is to quickly follow up the announcement of 
new babies as they appear in our two city newspapers. 
One girl on my staff has the job of checking the news- 
papers each evening for such announcements, clipping 
them out, and locating the families’ address from the city 
directory, telephone book, etc. On the next morning, we 
send out a handsomely engraved congratulatory card, 
inviting the mother to come in as soon as possible to 
receive a gift for the infant. We have set aside a definite 
appropriation for these gifts, which are sterling rings, 

(Please turn to page 276) 


Shmerling’s has built up a reputation 
as a gift center for infants by simple 
expedient of year-’round displays and 


immediate follow-ups of all new births. 


THE JEWELERS’ CIRCULAR-KEYSTONE 























lieorgian lose 






Eighteenth Century delicacy of ornamentation is 
seen in its true beauty in Georgian Rose—one of the 


most graceful of Reed & Barton Sterling patterns. LT be | A | arion 
Only the finest silver craftsmen could achieve the 
perfection of design, shown in each tiny rose and Af/ SL , 

scroll, and in the handsome bold gadroon border. lerling 


REED & BARTON, SILVERSMITHS, TAUNTON, MASS., SINCE 1824 
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LUGGAGE IS BIG VOLUME TO BOSTON JEWELER 
(From page 248) 


around the Hub in any other store of its kind today. 


An attractive sign near the street floor display of 
luggage directs the attention of customers to the “Pine 
Room” in the basement, where, in addition to high-grade 
lamps and lighting fixtures, there is a still larger display 
of fine luggage. 

Leather goods, according to Adrian H. Lesperance, 
president of the firm, account for a considerable per- 
centage of the total business of this jewelry store. 

Luggage, both from standpoint of size and from volume 
of dollar sales per unit, is a big item at the Bigelow 
Kennard store, today, and, as additional lines become 
available, the department gives promise of developing 
into an outstanding one in the store. 





THEY CAME TO VOTE AND STAYED TO BUY 
(From page 238) 


hard fought as any of the real political campaigns that 
have been held in New Orleans. The campaigning was 
done primarily over the air—using 15-minute programs 
on which both tickets’ representatives spoke, followed by 
merchandise “shopping lists” — and in the community 
neighborhood newspaper serving the Carrollton section. 
In addition, banners proclaiming the merits of the various 
candidates were strung across Oak street, Carrollton 
avenue and other thoroughfares in the Carrollton neigh- 
borhood, and every store posted signs in its windows 
shouting the merits of the ticket of candidates its owner 
supported, as well as invitations to come in and vote. 


How much interest did the campaign generate? “You'd 
be surprised,” says one jewelry store owner, “how many 
people came into my store primarily to vote. They came 
in asking for ballots. Crowds of them. And other stores 
report the same response. 


“Of course, we did everything possible to drum up 
interest among other customers who were in the store 
primarily to buy, offering them ballots and explaining 
the purposes and procedures of the election. Many of 
these we converted into customers by our closing sales of 
actual merchandise. Others who did not buy then, how- 
ever, will be back, because they have been made aware of 
my store and of other uptown stores.” 


The voting qualifications were simple. Anyone over 10 
requesting a ballot could vote. There was no require- 
ment calling for residence in Carrollton because many 
of the stores report a fair percentage of their customers 
come from other sections of the sprawled-out Crescent 
City. 

To guard as well as they could against “repeaters,” 
the store owners required that each voter sign his name 
on the bottom of the ballot. This stub was torn off and 
filed away, while the ballot itself was crammed into a box. 


“Yes,” sums up C. A. Robinson, “this promotion was a 
decided success. It has done our stores a whale of a lot 
of good by bringing in new customers, and by letting 
more residents of Carrollton learn about the numerous 
shopping opportunities offered by the section in which 
they live.” 
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Three Holmes & Edwards patterns were displayed in store window. 


Midsummer Silverware Contest 


Aets as Three-Way Promotion 


by ANNA M. ROBBINS 





BROAD STREET SUBURBAN STATION - PHILADELPHIA 3, PA. - PHONE: LO 7-0402 


Dear Contestant: 

The chest of “Holmes and Edwards” Table Silver was awarded 
Mrs. Shirley Crouthamel, 8360 Cadwalader Avenue, Elkins Park, Pa. 
She is employed by the Insurance Company of North America in the 
Indemnity Accounting Department, her choice of pattern being 
“Lovely Lady.” 

We thank you for having assisted us to complete our survey, and 
wish you good fortune in the future. 

Yours truly, 


Sb Me- 











The card above was used to notify other con- 
testants of the winner's name. (Below) The 
contest entry blank provided much information. 











-_—an Entry Form 
| Should I be awarded the 
Win a 52-Piece Table Service Holmes & Edwards Service 
for Eight in Holmes & Edwards for Eight. My pattern prefer- 


Silver Plate, complete with 
Chest. 
Deposit stub at 
Smith and West 


Jewelers Since 1911 


BROAD ST. SUBURBAN STATION 
(Concourse Level at Gate 5B) 


—FREE— 


ence is: 
Youth[[] _— Lovely Lady [1] 
Danish Princess{[_] Gs* 


Smith and West 


Jewelers Since 1911 
CONTEST CLOSES 5$.30 P. M. 
FRIDAY, AUGUST 29th, 1947 














MITH & WEST, jewelers at Broad Street Suburban 
Station in Philadelphia, Pennsylvania, faced a 
double problem this summer. Although this business had 
been established in 1911 and ever since then had been | 
successfully operating a store at 1538 Lincoln Liberty 
Building at Broad and Chestnut Streets in this city, the 
store at Broad Street Suburban Station was less than two 
years old. It was located in the subway or concourse 
level which meant that thousands of prospective customers 
passed only a few feet away daily to and from trains to 
suburban communities. But the store itself was “off in 
a corner” not in a position to catch the eye of the hurry- 
ing throng. Above them in the Broad Street Suburban 
Station Building, hundreds of business people would find 
it convenient to shop there, easily accessible without going 
out in the weather. Across the street were other large 
office buildings filled with thousands of prospective cus- 
tomers. But unless some way was discovered to attract 
their attention, they would hardly notice the attractive 
little shop. For, although a convenient place to shop, it 
was definitely off the beaten path. 


Normally, July and August are dull months for even 
the most conspicuous and well-established stores. To find 
a single answer to this double problem Smith & West pro- 
moted a contest. The entry form was attached to a fan. 
The fans were inexpensive but restful cardboard ones 
done in three designs. One had a colored reproduction 
of a painting of flowers, one a rustic scene and one a 
farm. Of course they were distributed to those who 
came into the store, but they were also passed around 
to those waiting for trains in the station. Here Mr. Smith 
took advantage of one of his assets. The Smith & West 
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The customers you want are reading it 


in House Beautiful and Vogue for December! 


National Sterling Advertising is building 


new sales and profit opportunities for you! 


_ 











“It’s a national tradition...” oS 
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National Sterling in your store! *“” 


so make it a local custom to sell 
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Smith & West, Philadelphia, used a contest to publicize their 


store, discover customer pattern preference and, at the same 


time, build up a list of names for future direct-mail efforts. 


Store is air conditioned. During most of July and August 
the station in which it is located is extremely hot, often 
warmer than the street above. Trains are not usually 
air-conditioned for short runs to nearby suburbs and they 
are often even hotter than the station. To these uncom- 
fortable waiters, Mr. Smith and his employees took out 
fans with entry blanks attached and asked them to come 
in and cool off, promising no high pressure and no obli- 
gation. It wasn’t long before the railroad ushers were 





coming in to the store asking for a few fans for friends. 

The entry forms attached to the fans requested the 
recipient to deposit the stub in the jewelry store for a 
chance to win a 52 piece table service for eight, complete 
with chest. The stub of the entry form listed three pat- 
terns and requested the contestant to fill in his preference 
if he should be awarded the prize. Of course this neces- 
sitated coming into the store and examining the merchan- 
dise, but true to their promise Smith & West used no 
high pressure. Patterns were on display and were gladly 
shown to those who inquired. Once inside the modern, 
air-conditioned store people were invited to sit down 
and rest in the cool, attractive atmosphere of the store 
before catching their trains. Many browsed around the 
shop looking at the various gift items on display and 
asking questions about the trade-named silverware which 
was offered as a prize. 

To make the most of the increase in traffic, one window 


260 


was devoted to Christmas suggestions. A 14-inch plaster 
figure of Santa Claus was used, holding a small Christmas 
tree which bore the sign, “Use our lay-away plan.” Other 
signs read: “Do your Christmas shopping early! No! 
We’re not crazy with the heat. Last minute shopping for 
that special gift isn’t easy. Select your gift now. Take 
advantage of our lay-away plan. Small easy payments 
insure your purchase for Christmas Eve.” Other tie-in 
displays included one of two and three piece plated sets 


Winner of the contest, Mrs. 
Shirley Crouthamel, receives 
her prize, a set of Holmes & 
Edwards “Lovely Lady” flat- 
ware, from Charles W. Smith. 


for children by the same, prominent manufacturer. They 
were displayed along with the chests and many were sold 
during the month. 

Of over 1200 fans distributed, 974 were turned in. 
Many other people came in and asked questions about the 
contest, then said they were not lucky and did not register. 
This means that well over one thousand people were 
brought into the store by the contest. 

As they handed their blanks to a clerk they were 
thanked, while their blank was placed aside in a pile. 
When the customer was out of sight the blank was filed 
in alphabetical order. There was a double purpose in 
this. The cards automatically became a mailing list. And 
it was easy to check blanks to see if the contestant had 
registered before. Those who had already registered were 
never told that they hadn’t “put one over on the store.” 
Their second and later registration forms were merely 

(Please turn to page 278) 
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Footed Oval Vegetable Dish with handles. 
Button Top Cover—Gadroon Border. 1144” 
long. 

S 821 $10.00 ea. 












Footed Oblong Vegetable Dish with han- 
dles. Button Top Cover—Gadroon Border. 
13” long. 

S 818 $10.00 ea. 















Footed Round Tray with Chippendale Style Ridge 
—Gadroon and Scroll Border. 14%” diameter. 
S 790 $10.00 ea. 













Georgian style, Gadroon border—Footed, 
oblong Vegetable Dish with removable in- 
sert with covers. 

S 812 $27.50 ea. 














Oblong Tray with handies, Chippendale Style 
Ridge — Gadroon and Shell Border. 17” x 12” 


wide. 
S 767 $11.00 ea. 













Georgian style, Gadroon border—combina- 
tion Well and Tree and Vegetable Com- 
partments with covers and lock handles. 
26” long by 15” wide. 

Style 778 $39.50 ea. 


















These are just a few of 
the many unusual repro- 
ductions in stock. See heavy silverplate on cop- 


previous issues for per heavy gauge. 


other exceptionally All heavy applied 
attractive items. “Guts iy “8 q ti S borders. 


Silverware Division 
29 WEST 47th STREET « NEW YORK 19, N. Y. 
BRyant 9-8770 
OLD ENGLISH REPRODUCTIONS 


WARRANTED — extra 
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Silver Displays 


ALE JEWELERS, INC., Dallas, Texas, has just 
opened its finest store along jewelry row on Main 
Street, having moved from its former location at 1601 
Elm. The new store has an ultra-modern interior with 
elaborate furnishings, outstanding of which are the octa- 
gon-shaped columns, encased by mirrors, which give 
the sales floor a dazzling and spacious appearance, reflect- 
ing the abundant radiation from the store’s indirect and 
fluorescent lighting. 
The upper walls and ceilings are of white plaster which 
offers contrast to the mahogany lower walls and wall 


by JIM TAGGART 


The modern wide-angle entrance to 
store invites attention from  pass- 
ersby. Neon signs, parallel to and 
at right angles to sidewalk, makes 
name stand out in all directions. 


Silverware is given promi- 
nent display space in the 
new store, filling cases 
which line three sides of 
the room. Méirror-covered 
columns are not apparent. 


Feature New Store 


cases. These cases, lining three sides of the store, are 
practically filled with silverware. Zale’s are one of 
Dallas’ leadings dealers in silverware and emphasize this 
fact by their large display of leading brands. 

The custom made center counters are designed to show 
off quality diamonds, nationally and _ internationally 
known watches, and other general jewelry merchandise. 
The upper half of these cases is of glass, lighted from the 
bottom of thé show case. 

In the rear of the store are tiered shelves for showing 

(Please turn to page 279) 
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Cjifts aTe Given TCM the | | But they are selected with 
rf 
the mind. Uses | Oe customers 


By displaying and suggesting Post-advertised gifts, leading jewelers 


| 
, and ITEKECT 
know that they exert a powerful influence on the minds of their cus- } 


tomers. Post-ad verte sed prod Uu cls 
( 
You see, people like to read advertising in The Saturday Evening 


Post— far more than in any other magazine. Send for your free copy of ““How to Wrap Up Sales,” a 
© new booklet on creative wrapping by Sally Plunkett, Inc. 


And Post readers are your best customers—the people who ap- THE SATURDAY EVENING 
preciate and can afford the better things in life. p 
When choosing gifts, they prefer the items they have seen adver- 


tised in the pages of the Post. Independence Square, Philadelphia 5, Pa. 








View of the interior of the Halmo store in 
Windsor. Repair desk and office are in rear. 
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Baris 


Part of the silver section in Halmo's store 
where everything is kept perfectly spotless. 


Clean Merchandise Woos Customers 


“Clean as a Dutch kitehen”’ is 
Halmo’s Jewelers, Windsor, Ont.. 
where every customer is given 


the utmost consideration. 


by RONALD J. COOKE 


RS. A. HALMO, of Windsor, Ontario, operates the 
kind of jewelry store of which many a man would 
be mighty proud. “To my way of thinking there are a 
half-dozen main planks in the successful operation of a 
business, and I push each one of them for all they are 
worth, and my nine co-workers are with me 100 per cent,”’ 
reports Mrs. Halmo. 

This jeweler’s program isn’t new, but when carried out 
faithfully as in her case, it has meant that an ever-increas- 
ing number of buyers are patronizing her large 120 by 40 
foot store. Briefly, Mrs. Halmo uses newspaper ads 
regularly; she uses business-getting window and interior 
displays. The store is spotless, the merchandise always 
looks as if it were just put on display, and her clerks are 
courteous. “Clerks don’t smoke in the store,” she said, 
“and their free moments are devoted to rearranging and 
keeping stock clean.” 

Mrs. Halmo, whose jewelry experience started in 1929 
when as a bride she aided her husband in the small store 
he was then starting, and who continued to expand the 
business when he passed on some years later, said: “May- 
be it’s because I’m a woman that I like to keep everything 
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Even the items of beaten silver, watches 
and clocks are cleaned daily at Halmo's. 


as bright and clean as the proverbial Dutch kitchen, but 
I also find it’s an important sales aid. 

“We have more than 24 large display units of china, 
silverware, glass and jewelry, and its good business to 
know that a customer can examine any article at any 
time and know that she will be handling clean merchan- 
dise. As 60 per cent of our customers are women this is 
important. Moreover the floor is swept a dozen times a 
day if necessary. Each employee has his own depart- 
ment, it’s her or his job to keep it looking nice, and 
their first job every morning is to get things in order 
for the day.” 

Mrs. Halmo is very definite on the subject of courtesy. 

“T have seen some jewelers slight small buyers because 
they feel that their main profits lie in $25 and $50 sales. 
I think that it is just good business to treat even the 
person who comes in for a 50-cent gift as if he were 
buying a set of china, because one never knows when 
that buyer will want an expensive item.” | 

Consequently, the Halmo creed is to spend the same 


(Please turn to page 279) 
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Mgt New 


|. Two-in-one compact by Kotler & Kopit, Inc., 303 Fifth 
Ave., N. Y., has a raised design on cover which sheathes 
a tortoise shell comb. Of jeweler'’s bronze, $7.95 retail. 


2. “Hear-ring"” aid looks like regular earrings but one of 
which conceals a tiny ear receiver. Available in thirty 
designs with matching pin. Maico Co., Minneapolis, Minn. 





3. Clock and cigarette box combination in simulated leather 
with gold-finished metal trim, and a gold dial and hands. 
From Phinney-Walker Co., 30 Irving Pl., New York. 


4. Halbrent combination cigarette case and lighter holds 
entire pack of regular or 18-king-size. Retails at $15 
in gold or silver plate; $35 in sterling silver. From 
Distributors of Hollywood, Inc., Loew's State Bldg., L. A. 


5. General Electric's new alarm clock, the Morning Star, 
serves as a night light with its translucent ivory plas- 
tic face which sheds soft light when the light switch is 
thrown on back of the clock. $7.95 retail, plus the tax. 


6. This cigarette holder by Dodge, Inc., 401 East Sixth 
St., Los Angeles, is in the shape of a miniature cham- 
pagne cooler. Bronze plate, $1.50; gold or silver, $2.00. 
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IMMEDIATE DELIVERY 
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267 








Weauine New 


1. Latest version of Telechron's “Airlux'' appears now in 
a hand-rubbed brown mahogany case, a 3!/ inch dial with a 
brown grained-mahogany background. $15 retail, plus tax. 


2. Three new lighters from Zippo Mfg. Co., Bradford, Pa., 
include table model, $10, retail; an engine-turned pocket 
model, $4, and polished chrome, $3.50. Initials $1 extra. 


3. This new wedding ring design on which a patent is pend- 
ing by the White Rose Jewelry Mfg. Co., 45 Rose St., New 
York, has faceted band embellished with engraved diagonal 
strips, in sets in both 14K yellow or in 18K white gold. 





4. Designed to keep collar points in place with any kind 
of tie are these new "Collar-Tabs" by Manleigh, Inc., of 
Providence, R. |. Individually carded, $1 retail plus tax. 


5. Called the Phil Baker Evanette, this pocket-size plastic 
ball-point pen has gold filled band and weighs only a 
quarter of an ounce. In black, blue, or maroon at $1.95 
retail from Evans Pen Corp., 6622 Sunset Blvd., Hollywood. 


6. Combining mesh links with expansion section is watch 
band by Gemex Co.,; 1200 Commerce Ave., Union, N. J. 
Links are 1/20 12K gold filled. Retails at $11.50 tax included. 
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THE AD-VISER 
(From page 236) 


for a customer to fill out a coupon, this form has proven 
to be highly successful. 


LEAFLET 

A leaflet is a single small sized sheet, printed on one 
or both sides with an advertising message. These have 
been used effectively as package inserts, letter stuffers, 
etc. It is also used as a supplement to a letter and usu- 
ally carries more details about the product. 


FOLDER 

A folder is a leaflet containing one or more folds. 
It is sometimes of heavier stock and contains better art 
work. The size makes it possible to present a complete 
sales story. The folds are carefully planned to permit 
the reader to follow the copy without difficulty. 


BROADSIDE . 

The broadside is a large folder, usually 19 by 25 inches 
or larger. It has been used effectively for special sales, 
for certain smashing effects, etc. Its size lends itself to 
interesting and complete stories. When folded, it should 
be small enough to be mailed. Jewelers have used broad- 
sides to good advantage for Christmas, for special pro- 
motions, etc. 


BOOKLETS 


A booklet is a leaflet with several pages. It is used 
when a great deal of space is necessary to make a presen- 
tation. It often provides detailed information about the 
products with pictures, prices and descriptions. Because 
of its increased cost in printing, paper and mailing, an 
advertiser usually invests more money in the art work 
and presentation. 


CATALOGS 


A catalog is an enlarged booklet containing a complete 
list of articles available at a particular firm with prices 
and descriptions and usually with pictures of the articles. 
The catalog will tell, in detail, the story of the merchan- 
dise being offered. Because of its expense, it is not issued 
more than once or twice a year but regularity is an im- 
portant part of the campaign. A customer will look for- 
ward to the receipt of a catalog and generally keeps it 
for future reference. 


FIGURING COSTS 

In planning a direct mail piece, the cost will determine 
your actions. The entire campaign will be based upon 
how much money you have to spend. Approximate fig- 
ures must be determined in advance. The following 
procedure may be followed in your preparation: 

1. Get your production costs from your printer, en- 
graver, etc. With a very rough layout, these specialists 
can give you a good enough figure with which you can 
work, 

2. Your first mailing will be considered a test mailing. 
Here you will discover your mailing costs, the probable 
returns for future mailings and other answers to indi- 
vidual problems. 
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DIAMOND 
RING 
SALESMAN 


REAL OPPORTUNITY 
FOR 
QUALIFIED MAN 


“A NEW 
AND INTELLIGENT 
APPROACH” 











ALL REPLIES CONFIDENTIAL 


Harry Rosenberg Co., Inc. 


"EVERYTHING IN RINGS" 
64 FULTON STREET 


NEW YORK CITY eae 
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OVER 250 DIFFERENT STYLES 
WRITE FOR CATALOGUE 
PROMPT DELIVERY FOR 
HOLIDAY BUSINESS 


OLAND JEWELRY CO. 


87 Nassau S#. New York 7, N. Y. 
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M. BONN COMPANY 


713 PENN AVENUE 
PITTSBURGH, PA. 


od 
DISTINCTIVE LINE OF 
COSTUME JEWELRY 
DIAMONDS 
WATCHES 
STERLING FLATWARE 


and 


HOLLOWWARE 
e 


ESTABLISHED 1870 








Special Order Work At Stock Prices 
Creator of the Star Set Ruby Barrel Wedding Ring 


@ Watch Cases & Mountings to Order 
® Precious & Semi-precious Stones 
@ Pieces Made from Your Sketches @ Prompt, Dependable Service 
@ Personalized initial Work @ Remodeling & Resetting 

@ 3800 Satisfied Customers 


@ No Job too Big or too Small 
@ 15,000 Stock Mountings 


| eles isae 


the oy, king 


740 SANSOM STREET PHILADELPHIA 6, PA 
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3 Determine your “cost per order.” This can be ar- 
rived at in a simple manner. For example, assume that 
you have a list of 10,000 and the folder will cost you $50 

er thousand including printing, mailing, etc. (or a total 
of $500). Assume too that you receive 50 orders. Your 
cost per order then would be $500 divided by 50 or $10. 
Your future campaigns should be gauged upon these 
results, always keeping in mind that you must try to 
increase your sales and lower your unit cost. A return 
of 3 per cent on a mailing is considered excellent for 
products costing under $10. Usually no more than 2 per 
cent can be expected. 

4. For future mailing pieces, use past sales as a 
measure to determine your appropriation. The money 
you spend will affect the size and type of mailing piece 
you use. As you increase the returns, you should attempt 
to add to the effectiveness of the piece. The more you 
have to spend, the greater the opportunity to offer your 
public your merchandise in the most effective presen- 
tation. 

Next month, we'll tell you how to organize these dif- 
ferent forms of direct mail pieces into one “sales getting” 


campaign. 3 





Mass Display is Best Advertisement for Compacts 


Precious metal compacts, properly handled, can be 
among the most consistently profitable items in the 
jewelry store, according to Schweigert Jewelry Company, 
Augusta, Ga., so long as they are given the advantages 
of plenty of mass display. 


Schweigert’s deplores the theory of considering com- 
pacts as part of the costume jewelry stock, and has for 
many years carried them as a separate department in 
the store. Contiguously, the store, after experimenting 
with various types of promotion, has determined that 
“mass display,” pure and simple, is the only effective 
means of making the Schweigert name come up when- 
ever a local resident thinks of compacts. “Compacts in 
sterling, gold, and jeweled types are always a staple gift 
item,” it was pointed out. “Our theory is that when the 
customer sees a mass display of them, the chances are 
that sooner or later when it comes time to buy a gift for 
a woman, he will remember the display.” 

The store carries no low-price compacts whatsoever, 
concentrating on the products of six famous nationally- 
advertising manufacturers, in gold, silver, two-tone com- 
binations, jeweled, cloisonne, and plain metal styles from 
$20 to $50 in the low end of the inventory, and up to 
$900. The stock is kept in one case near the door, angled 
where it may be easily seen upon entering or leaving, 
containing more than 70 models. Every effort is made 
to maintain the intrinsic value appeal of each item, and 
thus, there are no “novelty” styles, other than a few 
heart-shaped styles for anniversaries. 

Every compact is kept polished and shown on a blue 
velvet background. Salespeople suggest them whenever 
the customer is at a loss for a gift, as well as cigarette 
cases in the same metals, which are maintained as mascu- 
line gifts. To date, about 65 per cent of all purchases 
are made by men. 
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Heart shaped Rattle 
$6.00 Keystone 





Three piece set $6.50 Keystone 
Also available in two piece sets 


siaponeomncagesg 


ING SILVERWARE 








en 
Unusual ghar Rattle . oe ! 
$6.00 Keystone ; _ 4 


Junior two piece set $3.50 Keystone 











Feeding Spoon $2.50 Keystone 


H. HENRY SEL 
SILVERSMITH 





Illustrations approximately one-half actual size Meee — : 


Napkin Holders large size $2.50 Keystone 
Smaller size $2.00 Keystone 





Attractively boxed in transparent boxes 
Immediate Delivery 


ETSKY 


Feeding Spoon $2.00 Keystone 


906 WALNUT STREET 
PHILADELPHIA 7, PA. 
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QR cRAP Mi ETALS PACKAGE IN DISTINCTIVE JEWELRY BOXES 
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Send us your 


GOLD YY 
PLATINUM i =POLISHINGS 
PALLADIUM SOLUTIONS 
SWEEPS DENTAL SCRAP 


Maximum Refining Recovery 
Accurate Scientific Assay 









Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 
tifully styled boxes made of gleaming plastic. 








We will be pleased to serve you. Our packaging 
designer is always at your service for special problems. 


GENERAL CASE CO., INC. 
WAPPINGERS FALLS, N. Y. 
N. Y. Office—1150 Broadway—Murray Hill 6-4660 



































able to the industry. The exclu- 
sive FIT-RITE styling is that 
of the most expensive diamond 
set cases. 


Style created in exquisite Rho- 
dium finish to FIT-RITE for 
634 x 8 and 5 ligne movements. 


FIT-RITE WATCH CASE CORPORATION " er 


125 CANAL STREET, NEW YORK,N.Y. STYLE CREATOR OF WATCH CASES 
Coro, inc., New York 3, Nv. Y. 
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SILVERWARE A FAMILY MATTER 
(From page 252) 


the opposite page made it a sure thing that his ad would 
be seen by those who head for the funnies immediately. 

And every year toward Christmas this firm gets out a 
large catalog which is sent out to a mailing list. This 
sixteen-page booklet with its attractive red cover is sent 
to everyone who has been listed as making a purchase 
there in the past. 

And speaking of purchases made in the past, Mr. Loose 
smiles as he recalls how often he did business with cus- 
tomers who were far away. One lad, for instance, used 
to come into his store to buy gifts for his mother and 
girl friend. Then when war was declared, he enlisted 
and from distant lands wrote to Mr. Loose enclosing 
money to pay for various gifts he had put away for his 
loved ones. Then one day he wrote and asked the 
manager to pick out a diamond ring for his sweetheart. 
He did, and sent a picture of it to the distant soldier. 
When the lad finished paying for it, he asked Mr. Loose 
to play Cupid and deliver it. Did he? Certainly! And 
when the young soldier came back home, where do you 
suppose he bought his wedding ring? Right! From the 
A. C. Hentschel store. And that wasn’t all there was to 
the story; for that young man had seven brothers—and 
to this very day, that whole family comes to Mr. Loose 
for their jewelry purchases. 

Says Mr. Loose, “That’s what I mean when I say family 
trade is the backbone of a jeweler’s business. He can 
advertise and get a lot of transient, one-time customers; 
but it’s those steady, repeating, family customers that 
count! 

“Even if we have to go back to the 1/3 down, so-much- 
per-week basis as seems necessary now with spending 
money less easy to get, it will still be best to aim at the 
family trade. 

“Silverware is the best possession a family can save 
for. It’s about the only commodity that hasn’t risen in 
price these past few years; and that fact is something I 
stress in our ads. Besides showing the silverware in a 
featured spot in our window, I always have several chests 
open on the counters inside. My south wall has cases 
devoted to flatware and hollowware, though these are 
enclosed behind glass doors. 


“I am one of those jewelers who believes that silver- 
ware handled is silverware half sold. That’s why I keep 
those open chests on the counters. While I am showing 
a woman a pen and pencil set or a shaving set for her 
husband’s gift, I can call her attention to the open chest 
before her. What woman can resist fingering lovely, 
gleaming spoons and forks? Then I call her attention 
to the terms we offer and, whether I make a sale or not, 
I remind her that she is welcome to come in and discuss 
silverware with me at any time. 

“That latter point is very important, I have found. 
For it does encourage a woman to call me up and discuss 
her silver problems. Lately I have had several make 
inquiries about house-to-house canvassers who offer sets 
of silver for sale. Often they want to know if such men 
are reliable, and the silver, too. That gives me the chance 
to explain this encroachment of the jeweler’s field and to 
impress upon this woman that what she may think is a 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own store 


SRE EAH FAIRS 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
ond a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


Kingslegf 
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bargain is hardly so. She can probably get the Same 
silver from us with the knowledge that she has the word 
of a reputable jeweler to back it up. There is no gyb. 
stitute for confidence! And a woman who has confidence 
in her jeweler will not buy from a peddler something that 
should take plenty of time and thought before purchase. 

“There are plenty of other reasons, too, why it is more 
to the customer’s advantage to buy from her jeweler than 
from the door-to-door peddler and it is up to us to see 
to it that the public knows about these things. The 
jeweler offers a much wider variety of patterns from 
which to choose—his silver is the well-known standard 
brands and patterns instead of the unknown qualities 
that the peddler offers—he can give quick engraving 
service—his open stock is always available for supple. 
menting or filling in the customer’s set—he can and will 
take care of any necessary adjustments quickly—he 
stands back of the merchandise he sells and because the 
jeweler is concerned primarily with building a permanent 
business, he is interested in helping the customer to get 
exactly what she wants at a price she can afford to pay, 
unlike the peddler whose only interest is a quick sale on 
the basis of ‘here today and gone tomorrow.’ 

“The jeweler’s credit terms are flexible—he will always 
arrange any credit within reason to suit the customer’s 
needs and will bend over backward to please a good 
patron. 

“So why shouldn’t she come to him when a purchase 
of silver is being considered? Silverware is too precious 
and too long-lasting a possession for her to buy it on 
the spur of the moment because of a glib sales talk and 
then regret her purchase afterward. 

“Yes, we jewelers have the odds in our favor if we 
will only use our advantages, but it’s up to us to make 
full use of every selling aid at our command.” 





BABY STERLING NEED ONLY BE SEEN 
(From page 254) 


pins, tiny chains, identification bracelets, etc., according 
to whichever is most available at the moment. They are 
handed out unhestitatingly to any mother or relative 
who comes in the store in answer to the card. Most 
Augusta people know that we make this practice, and 
thus, many of our customers tell us of the birth of a new 
child, which for some reason or another was not an- 
nounced in the newspaper, and thus help us to keep our 
mailing program active. There is no obligation, of course, 
when the infant gift is handed over, but we do ask the 
mother or relative to look over our complete case display 
on the left side of the store, and to glance at the window 
display outside. 

This window display, headed “For Tiny Tots” -is our 
second most effective selling tool. No matter what the 
main topic may be for our display windows, the “Tiny 
Tot’s” sterling gift display is always in place, elevated 
on an oval mirror, approximately 4 inches above the win- 
dow floor, to distinguish it from other merchandise. On 
the plate mirror we show infant fork, spoon, napkin 
rings, sterling-backed brushes, teething rings, pins, rings, 
bracelets, comb and brush sets, cup and saucer, por- 
ringers, clips, and many other items—usually around 
25 to 30 gift suggestions. None of these are accompanied 
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by price cards, since we prefer to have the customer come 
inside and look over the entire selection. Also, we do 
not place in the window every baby item we carry, on 
the theory that it is better to get people into the store to 
see the complete selection since this almost invariably 
leads to larger unit sales. As pictured, the “Tiny Tot” 
display is always in an eye-catching position, and so far 
as possible in view of changing window demands, we 
always keep it at precisely the same location. 

The third step in merchandising sterling infant’s gifts 
is the “extended case,” which we have added to our more 
standard wall cases on the left side of the store. As pic- 
tured, these are 8” x 4” x 10 feet long, resembling a 
narrow glass box extending the length of two wall cases 
at a point slightly below waist-level. We originally built 
these cases to show featured small items when customers 
were looking at larger gifts, sterling hollowware, etc., 
but they have proven ideal for infants gifts. Three sec- 
tions are devoted to baby gifts, including not only 
sterling silver, but china, plastic, leathergoods, etc., laid 
out in a long row which customers find particularly at- 
tractive. All of the items shown here are priced, so that 
the relative of a new-born infant may quickly determine 
how much she wants to spend. 

There is no such things as a most-often-purchased gift 
in the infant’s silver classification. Definite trends seem 
to establish themselves each year, but, of course, the first 
cup and spoon is always a perennial best seller. Other 
than that the choice may swing to lockets, rings, brace- 
lets, comb and brush sets, etc., down to porringers. We 
keep up a full-size display, with plenty of choices in each, 
feature both sterling and plated flatware, and leave it up 
to the customer to make her own selection. These methods 
have brought us a good reputation as a logical point at 
which to buy sterling gifts for infants. 





Men's Jewelry Display is Traffic Builder 


No matter what the major window subject is for any 
given season, the main display window at Kimmel’s Jew- 
elry Co., West Palm Beach, Fla., always contains a 
center-section display of men’s jewelry. As a result, says 
Mrs. Vera Kimmel, manager, the store enjoys a constant 
traflic of men and women customers interested in gifts 
for men. 

“We have found that there are far more occasions for 
masculine jewelry gifts than is usually believed,” Mrs. 
Kimmel said. “By simply querying our customers we 
found that most men celebrate a business anniversary 
of some type or another at least once a year, plus birth- 
days, wedding anniversaries, athletic or club occasions, 
etc. At the same time, we discovered that the average 
customer is a bit dubious as to where to go for men’s 
gifts. It’s the same old story; gift purchasing for women 
is always more simple than for men.” 

Thus, the men’s gift suggestion display is always on 
view, consisting of 8 velvet-covered “steps” running be- 
tween partition dividers in the center of the main window. 
Merchandise shown includes cigarette cases, money 
clips, fine lighters, electric shavers, emblems, fine pocket- 
knives, pens, clips, studs, tie bar sets, watch chains and 
bracelets. All items are in the better price range, and are 
changed about in position constantly to prevent any 
“stale” appearance. 
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OLD GOLD 
PLATINUM 





SILVER 


All of these can mean ' Pay 
Dirt” to you. Just package 
your old gold, platinum, 
silver, gold filled, etc., and 


ship to 
DEE 


A check will be sent you the 
same day shipment is re- 
ceived. Your package is held 
intact awaiting your approval 
of our check. If you are not 
completely satisfied we will 
return promptly—a guaran- 
tee of complete satisfaction! 


HANDY & HARSAN 
GENERAL OFFICES & PLANT 
1900 W KINZIE ST 


N 









REFINERS 
MFRS 
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"Cockpit" Makes Window Access Easier 


An ingenious idea to make it easier to place merchap. 


\\ \ ee dise in the display window and to remove items from the 
w \ wes a a6 display for the closer inspection of an interested cus. 
Ss | Ff L\ tomer has been evolved by a retail store in Denver, Colo, 


AND 


\WERN Redifierre 





Although the store that evolved the idea is not 
jeweler, the stunt is one that could be used to equal ad. 
vantage in the jewelry store, where occasion so often 
arises to extract an article from the front of the window 
al } display where it may be difficult to reach it from the 
a ss | back of the conventional window, especially without dis. 
a turbing the rest of the display. 

This Denver store has built into the rear of its window 
a semi-circular “cockpit” with a rim which rises about 18 
inches above the window floor. Access to the cockpit is 
through an entrance door at its back. 
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FOR MEN ONLY 
OMFORTABLE 
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os ANY With the cockpit extending approximately half the dis- 
not yon? tance from the rear of the window compartment to the 
ov? : ne window glass, it is very easy for a sales person to reach 

wv? — any spot on the window floor without difficulty. Con- 
atk inn Odtene | siderable time is saved in arranging the display in addi. 
SMALL-MEDIUM-LARGE tion to the greater ease that is provided in removing in- 


dividual items from the window. Moreover, the rim of 
the cockpit, seen from the front, with its smooth surface 
ae eee — and rounded curves actually makes a more effective dis- 
play background than the conventional flat window back. 
Cost for installation of the device, including labor, 
amounted to less than $30, according to the proprietor of 
the shop in which it is installed. 


RETAIL PRICE . . . . $75.00 





CONTEST ACTS AS THREE-WAY PROMOTION 
(From page 260) 


quietly destroyed. Those who were not already registered 
had their names and addresses copied over on a tiny slip 
of paper and placed in a capsule which was then placed 
in a large vase in the window center. 


After the drawing each contestant was notified with 
a printed post card announcing the name, address and 
business address of the winner, along with her choice of 
pattern. Contestants were thanked for having assisted in 
completing the survey and a wish for their good fortune 
was added in closing. 

The “survey” referred to their designated pattern pref- 
erence. Interested persons were told that the store was 
conducting a survey to determine which of the three 
patterns made by this manufacturer was most popular. 
This was the reason all contestants were asked to name 
their choice rather than just the winner. The survey, 
itself, proved very interesting and helpful. There was a 
4, to 1 preference for the plain pattern. “This fact will 
be of great assistance in future buying,” said Mr. Smith. 

To stimulate interest in the contest, one window was 
devoted to a display of the three patterns of silverware 
of which the winner might have his choice. A sign asked 
the question, “Have you entered the contest?” This one 
was large and conspicuous. Smaller signs gave the de- 
tails, stressing the simplicity of entering. Tie-ins in dis- 
plays of silver throughout the store helped make cus- 





FLEX-ON PRODUCTS 
29 E. Madison St., Chicago 2, Illinois tomers of inquirers. “Silver sales were greatly stimulated 
both in plate and sterling, and every department in the 
store showed an increase over the preceding year’s busi- 
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ness for the month of August,” explained Mr. Smith. 

During the lunch hours business people from nearby 
ofice buildings were lined up in the store to ask about 
the contest. By questioning those interviewed it was 
estimated that over 60 per cent of those who registered 
had never been in the store before. And because of the 
local distribution of the news (no newspaper or other 
advertising media was used), it is safe to estimate that 
most of these people are really prospective customers. 
The number of people who have returned to thank the 
store owners for letting them know who won, and the 
number who have returned to become regular customers 
since then has more than satisfied the Smith & West 
owners that this type of advertising is best for them. 
Considering that they have used newspaper advertising, 
and other more elaborate promotional schemes for their 
other store without conspicuous success, this promotion 
which netted over 600 new customers, a mailing list, and 
doubled business for the months of its duration, besides 
supplying them with information to guide future buying, 
and adding several people to the list of regular credit 
customers, was most satisfactory. 





SILVER DISPLAYS FEATURE NEW STORE 
(From page 262) 


small radios, electric clocks and gift items. Also in the 
rear of the store, which is under the mezzanine, are the 
general offices, separated from the sales floor by teller 
counters. 


In the rear wall of the store is one of the store’s most 
decorative features, a four by five-foot niche, lighted by 
fluorescent cove lighting on all its four sides. This niche 
is used to highlight rare pieces of silver. 

A circular staircase with silver banisters is to the left 
at the rear of the store. The stairs are marble and the 
surrounding wall is mahogany, adding to the grandeur 
of the store’s appearance. 

At the top of the stairs, on the mezzanine, is the optical 
department, also the watch repairing and jewelry design- 
ing department. 

Zale’s Jewelry Company is a 23-year-old firm with 21 
stores. Charles Gartner is the manager of the new store 
with a staff of 30 employees. 





CLEAN MERCHANDISE WOOS CUSTOMERS 
(From page 264) 


time and give the same careful attention to every cus- 
tomer regardless of what they want. 

The store runs an average of 200 lines of advertising 
a week in the local daily. At one time the copy was 
written by a member of the staff, but Mrs. Halmo has 
found it’s better business to employ an advertising agency. 

Advertisements have one thing in common. They show 
a cut of the item, mention price and carry a small selling 
point. Special items which the store wants to push are 
displayed in a box in the center of the ad. Recently a 
line of billfolds were mentioned and by noon the next 
day the stock of 200 had been sold. 











tation charges. 


prompt attention. 


MEMPHIS 1 





_ 2 


We Are Interested In Purchasing 
FOR CASH 


Any Sterling Flatware; Obsolete, Inactive or Active; 
All Makes and Patterns. 


Being one of the largest dealers in the world in the above 
class of merchandise, you will find we are paying top prices. 
Suggest that you send for our offer. We will pay transpor- 


We are also interested in used SILVER and JEWELRY 


estates, etc. No amount is too large or too small for our 


JULIUS GOODMAN & SON 


77 Madison Avenue 





TENNESSEE 
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Co our Customers, 
and Jricnds, and 
to the entire Jewelry 
Industry we grate- 


fully extend the 


Season's Greetings 
and our Best Wishes 
for the coming year. 
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A dependable 
source for 
WATCH MATERIAL 


JEWELERS’ FINDINGS 
and SUPPLIES 


JEWELRY 
LEATHER GOODS 


°C 
Chicago 2, Illinois 
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ENCLOSURE CARDS ENCLOSURE ENVELOPES TAGS LABELS 
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LANSING 





5 North Wabash Avenue 
725 S. Spring Street Los Angeles 14, Calif 
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PLEASE TAKE 
NOTICE 


Any infringement on U.S. Pat 
+ 2258413 covering 


“CAGE JEWELRY 


BALLS, RINGS, PINS 
EARRINGS 




















GOLD PLATINUM 
JOSEPH B. COOPER & SON BRACELETS, ETC. 
sgt will continue to be vigorously 
ec) prosecuted 
Refiners & PRECIOUS 
Seashore METALS MARC KOVEN 
(KOVEN BROS,) 
OFFICE: 17 E. 48TH ST. N. Y. 19 
FACTORY: 26 JOHN STREET *Loose gems inserted in cages 
BROOKLYN, N. Y. NEW YORK CITY 
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The store doesn’t advertise every week, but saves line- 
age for big splashes at Christmas and June. “We have 
found it a good idea to advertise heavily on the natural 
buying occasions,” says Mrs. Halmo. “Because demand 
is heavier at this time, our ads bring in a much greater 
yolume of business than in slow times.” 

Halmo’s carry no dead or slow-moving stock. The end 
of the war found the store with a certain quantity of 
substitute merchandise. This was reduced to cost and 
cleared out. The idea being that if the goods were carried 
too long, they would become unsalable. 

All merchandise in the store is priced. On china it is 
priced on the back so as not to mar the beauty. Fine 
English china is of course a bigger seller here because 
Detroiters flock to nearby Windsor. While the 25 per 
cent luxury tax is in effect in Canada, it does not have 
to be paid by Americans who spend 48 hours in the 
country. They cannot take the merchandise with them 
though. They pay for it and get a sales slip which they 
present at the customs. This slip is properly stamped, 
mailed back to the store and then the goods are shipped 
express collect, with the customs slip inside the package. 
The tax is not on dinnerware or similar so-called neces- 
sities, but is on jewelry, china figurines and silverware. 

Display is everything believes Mrs. Halmo, and she has 
arranged the interior so that every line carried is in full 
view. Her woman’s touch can be discerned in the way 
china is shown. She got hold of a dozen old dining room 
tables of the round variety which were so popular 20 
years ago. Some cost as little as $5 each. Given a good 
polishing and covered with fine lace table cloths they 


make ideal display tables because they allow the showing 
of china in what amounts to a natural setting. The tables 
are placed in two columns down the center of the store. 
At the entrance there are six glass showcases in which are 
displayed brooches, watch straps and various other im- 
pulse lines. 

“T regard my three windows as equal to my newspaper 
publicity in pulling power,” says Mrs. Halmo. “The two 
main windows are each 10 feet deep and eight feet wide, 
while the window between the two entrance doors is six 
feet wide. The small window is used for expensive 
jewelry, while the larger ones carry china and other 
gift suggestions. Special effects are carried out to feature 
coming promotions and of course newspaper copy ties 
up with window displays. We find that a neat card with 
a selling point and a price moves small lots without spend- 
ing money on advertising.” 

All fixtures in the store are walnut. The walls are 
lined with seven foot high glass cases fitted with glass 
shelves. The doors slide upward. The walls are egg shell 
blue, the ceiling is white and fluorescent lighting is sup- 
plied by 24 units. 

“I think that any jeweler who came through the war 
and won through the various problems which beset us, 
doesn’t have to worry about the future,” said Mrs. Halmo. 
“Just let the Government remove that luxury tax and sales 
will show a 50 per cent increase.” 

In spite of problems Mrs. Halmo’s business is showing 
a yearly increase, and as the boys around Windsor say, 
“she’s one smart merchandiser.” 
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nEW 1948 UNITED STATES TELEVISION 
5-WAY CONSOLE ONLY $7 Ah omy ¢ « 


Television offers credit jewelers the greatest money- 
making opportunity in years. Here are some monthly 
profits made by other retailers on UST sets alone 

. . - $10,000 . . . $15,000 . . . $25,000! 

You can make even greater profits than these. But first 
be sure of your product. 

The new UST 5-way television console is the best buy 
in the field, features 54 sq. inch screen, automatic phono- 
graph, FM, standard and short-wave radio 

in Georgian style cabinet. 

UST was the first company now in business to 
deliver postwar telesets, first with projector 

sets, first to reduce prices while improving quality. 
Sold coast to coast, each UST set has hundreds of 
thousands of hours of engineering experience behind it. 





FREE! UST 12-point merchandising plan includes booklets, window stickers, 
flyers, Decalcomanias, mats, etc. Cooperative advertising at shared cost. 


UNITED STATES TELEVISION MFG. CORP., 3 W. 61st St., New York 23, N. Y. Circle 6-4255 
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xe IFTS are a field which used to be overlooked 
by many jewelers but which is finally coming 
into its own.” That’s the contention of L. G. Christman, 
head of Burt’s, Jewelers, Augusta, Ga., and the theory 
behind the beautiful Gift Gallery which occupies the 
mezzanine floor of the store. 

“T believe that many jewelers are disinclined to put in 
a great deal of time in selling giftwares on the theory 
that the same amount of time might be better expended 
in selling watches or jewelry,’ Mr. Christman says. 
“They forget, however, that the woman customer who 
has a lot of friends and relatives to remember may come 
in six or seven times a year to buy some item of gift- 
ware, whereas she may purchase a watch or a piece of 
jewelry only once in her lifetime. Or, if she is a cus- 
tomer who buys fine, expensive gifts regularly, she is 
likely to be the most receptive prospect to whom the store 
can show fine jewelry and watches. Our sales in all 
departments, over and above the direct profit return from 
giftwares alone, have benefited greatly ever since we be- 
gan to place emphasis on gifts.” 

The Gift Gallery, occupying 17 x 22 feet of space on 
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Gifts Prove Asset to Sales Volume 


One side of Burt's Gift Gallery which is entirely private from 
the rest of store and where customers can make own selections. 


A fine gift line above department 
store competition and a pleasant 
shopping section has brought Burt’s, 


Augusta, Ga., a nice “‘extra”’ profit. 
by ROBERT LATIMER 


the mezzanine at the rear of this modern store, was 
opened in September, 1945, and was an immediate hit, 
even though nationally-advertised lines, particularly in 
metal goods, were difficult to find. In the interest of 
building a top-notch gift department second to none in 
the state, Mr. Christman traveled to several of the gift 
shows and made the contacts which assure him of taste- 
ful, self-evident quality throughout his gift inventory. 
The Gift Gallery was opened with an inventory of only 
(Please turn to page 294) 
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Klectronic 


LIGHTER 


SUPERBLY STYLED 


HIGHLY FINISHED fe 
AN ITEM THAT WILL ee tee os 
SELL ON SIGHT! . ne » MAPLE 


ished in solid Mahogany. W nu 
, and designed on a completely new 
- electronic principle—just press the button, and 
bzzp—your light! You will want to be one of the 
first dealers 7 in your community to meet the 


demand created by our national advertising cam- 





paign in Life, Saturday Evening Post, and Esquire! 


Actual Size 
2'/o x 293g x 1% 


@® NO WHEELS lf ever there was a Jeweler-minded approach, this is it! 
@® NO FLINTS 

@® NO WEARING PARTS 
@® NO DISSATISFIED CUSTOMERS attract customers to your store—to see and buv! 

@ COMPLETELY ELECTRONIC | 

@® GUARANTEED BY MFG. Distributors—Jobbers—Dealers! Write now for full partic- 


Nationally Advertised in ulars and be the first to cash in on: this truly distinguished 


LIFE @ ESQUIRE @ SAT. EVE. POST and revolutionary table lighter! 


Presto Lite Klectronic Lighter Ine. 


5235 GRAND RIVER AVE. ¢ DETROIT 8, MICHIGAN 


Everv PRES-TO-LITE ad will carry a message designed to 
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Hand-Wrought Pottery 


Proves Traffie-Builder 


Naughter’s, Albany, N. Y.. features 
eeramie items whieh are eagerly 


sought after by many customers. 


INE pottery, hand wrought by artists, has developed 

into a large volume for John J. Naughter, jeweler at 
& James St., Albany, N. Y., who has consistently featured 
it for a number of years with a good margin of profit. 
In display rooms it attracts a great deal of attention 
and much favorable comment, as well as a wide degree 
of curiosity from store and window shoppers. 

Glazed and highly colorful vases, bowls, and plates 
displayed in the windows catch the eyes of passersby with 
their beautiful glittering pastel coloring, and many of them 
come into the store to examine the pieces more closely. 
Prices range from $2 for a small candle holder to as high 
as $40 for a sizable plaque, fruit dish or flower vase. 
Vases are many-shaped and all sizes, and shown along 
with large and small platters, bouquet holders and other 
original designs, they have a wide appeal and remarkable 
window display attraction. 

Good pottery is a tough ware that will stand a lot of 
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by THOMAS GASKELL 


(Left) This table at the rear of 
the Naughter store is used to dis- 
play collection of Samara pottery. 
(Below) Pottery is also arranged 
on wall shelves atop other store 
displays, thus saving much space. 





rough usage, despite the deceptive delicacy of its pastel 
hues. Customers who purchase one piece usually come 
back for matching pieces, when they find out how it 
stands up under usage, while some come in and order 
five or six pieces at first sight. Such sales are profitable, 
take no special effort and entail no advertising expense. 

Information on pottery can be gleaned from any of 
the ceramic industry magazines, and there are any num- 
ber of books on ceramics in the public libraries. In recent 
years over 1,500 pottery works have sprung up all over 
the country, in addition to the two or three thousand 
which were already in existence. However, it is not neces- 
sary for the jeweler to keep posted on all the different 
brands and trade names since only a relatively few of 
them are of the grade in which a jewelry store would be 


interested. 
These creations of the ceramic arts, tough and durable 


(Please turn to page 295) 
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The Evangeline Rosary is merchandise 
you can be proud to sell... it 

is all quality. Hand mounted on 
heavy silver wire and chain, 

and available in all silver in 
various sizes and prices. 

Others are mounted with semi 

precious stones in all colors 

and have the brilliancy of 


diamonds. 
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|. From Czechoslovakia—this 7" vase in lead glass deco- 
rated with hand-cut flower design; may be retailed for $6. 
From M. B. Daniels & Co., Inc., 31 West 27th St., New York. 


2. Planter book-ends in heavy aluminum, luster-tinted in 
silver or gold, with etched, removable panels; 8" in height 
and 5" long, they may be retailed for $12 a pair. Made by 
Norben, Inc., 1037 N. Pennsylvania St., Indianapolis, Ind. 


3. Here are 3 new items in buenilum—lustrous hammered 
aluminum—1!4" tray, retail $7.50; 1|!/2-qt. teapot with lucite 
handle and knob, $12.50; 2-qt. coffee pot with lucite, $13. 
From Breslauer-Underberg, 225 Fifth Avenue, New York City. 


4. Both gay and practical are these washable coasters in 
synthetic rubber resistant to heat, alcohol, acids. Made by 
John P. Gleason, Inc., 620 N. La Peer, Los Angeles, Calif. 


5. Eight-piece boudoir ensemble—3-piece dresser set, 3-piece 
perfume set, two glass vanity lamps with shades—a special 
holiday grouping which may be retailed for $5.95. From 
L. Luria & Son, Inc., 160 Fifth Avenue, New York 10, N. Y. 


6. Made of sterling silver, including pin, this box is a copy 
from early Victorian period, 3'/2" long, 144" high. Patent 
is pending. Immediate delivery, retails for about $10. Manu- 


factured by Gould & Lewis, 15 West 45th Street, New York. 
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eflecting the skilled 
craftsmanship which 
glorified the 
Renaissance but achieving 
new horizons in design 
CELLINI by Tiffin 
marks an epoch in the 
art of crystal. 


HIO 


UNITED STATES GLASS COMPANY, TIFFIN,-O 
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1. Scale planter lamp with base of solid, lacquered brass 
and shades done in different colors; priced at about $35 
Keystone. From Albert Arkin Co., 527 W. Sixth St., L. A. 





2. Four-piece silver-plated coffee service in the Empire 
Colonial design—tray, coffee pot, creamer and sugar—net 
price $54. By Dodge, Inc., 401 E. Sixth St., Los Angeles. 


3. "Duke" is the name of this 9-piece cuticle set with 24K 
gold-plated implements in pigskin zipper case—retails for 
$17.50; with nickel-plated implements, $15. Made by the 
Griffon Cutlery Works, 151 West 19th Street, New York II. 


4. Lavishly decorated in Victorian style, this ceramic mantel 
clock is electrically equipped, 1!2"x1I2" in size, and is 
priced at $100 Keystone. Done in pastel colors. From 
Paul S. Schmidt, 712 S. Olive Street, Los Angeles, California. 


5. Designed by Pipsan Saarinen Swanson are these pieces 
in heavy Tiffin crystal glass; vase 9" wide, ash trays in 
three shapes. From United States Glass Co., Tiffin, Ohio. 


6. Embossed in vine design is this cream earthenware jug; 
4 sizes, largest 8!/2" retails at $6. Will be made later in 
green. By Josiah Wedgwood & Sons, Inc., 262 5th Ave., N. Y. 
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Warmest Greetings 
To Our 


Many Good Friends 


In extending the season's best wishes, 
we look forward with great pleasure 
to the continuance of the very pleasant 
association we enjoy together. .. And 
aside from business relationships, 
may we wish you personal happiness 
in this coming year. 


We will meet you at the 
Pittsburgh Show —William Penn Hotel 





CASTLETON CHINA 


Incorporated 


212 Fifth Avenue, New York 10, N. Y. 
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1. Chinese symbols of happiness, beetle and butterfly, are 
used with 18th Century English fruit-and-flower motifs in 
this old, hand-enamelled "Rockingham" design in Spode bone 
china. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


2. Chinese Fishers, 10!/2"' ceramic figures designed by Bar- 
bara Loveday; nets are real fabric dipped in "slip"; retail 
$25 each. From Goldscheider-Everlast, 225 Fifth Ave., N. Y. 


3. This low crystal-glass compote and cover are made in 
the spirally curved “Colony” design, and may be retailed 
for $2. From the Fostoria Glass Co., Moundsville, W. Va. 


4. One in group of Venetian glass compotes from Murano; 
3 styles with bowls in ruby, blue, or Stiegel green, and 
clear stems in form of flower, swan, dragon; 7!/2" high, re- 


tail $12. From Geo. Borgfeldt Corp., 44 East 23rd St., N. Y. 


5. Delicate grace characterizes this “Ballerina” figurine 
in china—6" tall and dressed in pink, blue, or white. It 
is retailed for $40. From Lenox, Inc., of Trenton, N. J. 


6. Bottle stoppers with sterling silver heads in the form 
of a heart, ring, collar button, circle, knob—all of them 
gift boxed in pairs to retail from $5 to $6 a pair. From 
the Pan American Barter Co., 565 Fifth Ave., New York 17. 
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Imports by DANIELS 


JUST RECEIVED from FRANCE! 


Fine Porcelain—LIMOGES ... 
Exquisite Handpainted and Fired Flower 
Decorations with Gold Trim 





1/1533—234 x 5'"—MINIATURE VASE, Flowers .......... $36.00 doz. 
1/1528— 2x 4''—MINIATURE VASE, Flowers ......... 15.00 doz. 
1/153I— 3 x 33%4""—MINIATURE VASE, Flowers .......... 30.00 doz. 
1/ISiI— 3 x 33%4"°—CIGARETTE BOX, Roses.............. 30.00 doz. 
1/1513—3% x 334""—CIGARETTE BOX, Roses.............. 60.00 doz. 


1/1512—21/4, x 244"—TRAY TO MATCH ..............2-.6. 13.50 doz. 
1/1510—334'"—BOUDOIR TRAY, Pink-blue bord. 1.00 ea or 10.80 doz. 
1/1514—23%4 x 23%4""—TRAY TO MATCH .................... 19.50 doz. 


AT THE PITTSBURGH CHINA & GLASS SHOW 
BOOTH 26—URBAN ROOM—WM. PENN HOTEL 


M. B. DANIELS & CO., Ine. 


31-37 West 27th Street New York I, N. Y¥.- 























Our best wishes for 
A Merry Christmas 
and A 


Happy New Year... 


SILVER CITY 
MERIDEN, CONNECTICUT 
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by MADELINE LOVE 


‘HE fact that both President Truman and Ambassador 
Douglas selected glassware for their wedding gifts to 
Princess Elizabeth is likely—human nature being what it 
is—to stir up an even-livelier-than-usual interest in that 
form of home furnishing. That, at least, is the usual 
result of such widespread publicity, especially when it is 
as romantically-angled as this has been. To coin a cliche, 
“All the world loves a lover,” and when that lover also 
has a royal title, the world dissolves in sentiment— 
sentiment which is reflected in an avid interest in the gifts. 
And so—with the two most important gifts from the 
United States being pieces of engraved glass from 
Steuben, and with Crown Prince Gustaf Adolf of Sweden 
selecting an Orrefors glass vase as his present, jewelers 
who deal in ware of that type will probably be finding 
their customers casting more looks than ever at the dis- 
plays of glass. Which naturally suggests an excellent tie-in 
for holiday business—just in case anyone needs so obvi- 
ous a suggestion! 

Speaking of glass, much of the publicity surrounding 
these gift pieces seems to indicate that American manu- 
facturers are now making glass sufficiently fine for a 
royal household. This, as we all know, is only half the 
truth. American manufacturers do make glass of such 
quality—but they have been making it for years. The 
only pleasant aspect of the unpleasant implication in the 
word “now,” is that it may make the public more aware 
of the high quality of our domestic glass. 

To get back to the royal wedding, the nine-foot-high cake 
was a study in Wedgwood. Surmounting the top tier 
was a 7-inch yase in Wedgwood’s blue and white jasper, 
and set in alcoves behind silver pillars at the corners of 
the first two tiers were eight 4-inch vases in the same 
“Dancing Hours” design. Panels showing these dancing 
figures were decorated with icing formed from molds 
made especially by Wedgwood and presented to the bak- 
ers. These jasper vases, incidentally, are the first which 
Wedgwood has produced since the war and the first ever 
produced at their new Barlaston factory. 

There is Wedgwood news, too, from the business angle. 
Hensleigh C. Wedgwood, president of Josiah Wedgwood 
and Sons, Inc., has announced that Charles Cooper is 
the firm’s new Canadian sales representative. Mr. Cooper, 
who has been associated with his family’s firm of A. 5. 
Cooper & Sons, in Bermuda, is taking up his new duties 
immediately. The Cooper store has represented Wedg- 
wood in Bermuda for 35 years. 


n * * 


A DIAMOND anniversary has just been celebrated by 
one of the china and glass industry’s best-known 
firms—Fisher, Bruce & Co., of Philadelphia and New 
York. The company gave a dinner on November 6 at the 
Barclay Hotel, Philadelphia, to observe the occasion, 
with about 125 buyers, industry representatives and em- 
ployees as guests. During the evening, E. Monroe Fisher, 
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resident of the 75-year-old firm, was presented- with a 
china plate (illustrated elsewhere in this issue) made espe- 
cially for the celebration by the Scammell China Co., of 
Trenton, N. J. A feature of the plate was the reproduc- 
tion of the signatures of several hundred buyers of stores 
with which the firm does business. D. William Scammell, 
president of the pottery, presented the plate, which was 
framed in black glass. Beatrice Lynch Gormley presented 
Mr. Fisher with a bronze plaque from the employees, 
and the Orrefors glass factory is sending from Sweden 
a sculpture in glass made for the occasion. Sigurd 
Leonarde, of Orrefors, and Harold Fox, vice consul at 
the British consulate in Philadelphia, were guests, as was 
Charles H. Grakelow, official of the city of Philadelphia. 

Mr. Leonarde, who is export manager for Orrefors, 
has been in this country since mid-October, and has now 
left for a tour of the United States and Canada, visiting 
about 40 cities on his trip. While in California, he will 
spend some time with Axel Zacho, western representa- 
tive, and on his return East he will confer again with the 
eastern representatives, Fisher-Bruce. 

° # * 

IRECTORS of the 225 Fifth Avenue Association, New 

York, have decided to cancel all plans for their usual 
pre-season market week in favor of holding a regular 
market at the same time as the New York Gift Show. 
This, as was reported earlier, will be held the week of 
February 23 to 27. The coincidence of timing proved 
successful during the spring gift show, and it was con- 
cluded that a dual display is better than separate shows, 
from the standpoint of both buyers and wholesalers. 

Dates for the other 1948 gift shows are being an- 
nounced, and there is, in general, a feeling of optimism 
concerning the business to be done at the various exhibits. 
Reports from the South have been very good lately, and 
much is expected of the Atlanta China, Glass and Gift 
Show which is set for January 13 to 16 in the Municipal 
Building there. Foster Steward is managing director. 

Allied Exhibitors, Inc., of Los Angeles, have announced 
both the spring and fall dates for three of their gift and 
jewelry shows. In Dallas, Tex., the spring show will be 
held at the Hotel Adolphus from February 22 to 27, and 
the fall show from September 5 to 10. In Denver, the 
spring show is set for the Hotel Albany from March 7 to 
10 and the fall show from September 19 to 22. And at 
Oklahoma City, Okla., the Hotel Biltmore will be the 
scene of the spring show from March 21 to 24 and the 
fall show from September 26 to 29. 

February 2 to 14 are the dates for the Merchandise 
Mart Gift, China, Glass and Pottery Market at Chicago. 
This, as usual, coincides with the time of the Chicago 
Gift Show at the Palmer House. 


% * * 


"PHE Metal Corp. of America, manufacturers of gifts 
and trophies, has opened an eastern factory at 113 
Tichenor Street, Newark, N. J. The western factory is at 
1524 Cahuenga, Hollywood, Calif. 
+ * * 
HAROLD B. BUDD, who until recently was associated 
with Maddock & Miller, Inc., New York china im- 
porters, is now the eastern representative for the Lotus 
Glass Co., Barnesville, Ohio, and has opened showrooms 
at 166 Fifth Avenue, New York. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 
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Sole agents and wholesale distributors ) 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y 





























GEO. BORGFELDT 
CORPORATION 


44-60 East 23rd St. Tel. GR 7-0400 New York 10, N. Y. 


LEADING AMERICAN LINES 


@ POTTERY 
@ FANCY GOODS 






@ GLASSWARE 
e@ DINNERWARE 


Supplemented by 


@ FRENCH BRONZES 
@ VENETIAN VASES 
@ HAND SCULPTURED GLASS FIGURES 


@ ENGLISH DINNERWARE AND TEA- 
POTS 


@ CZECHOSLOVAKIAN CASED GLASS- 
WARE AND CHINAWARE 


@ ITALIAN ALABASTER FIGURES 
@ BOOK ENDS, Etc., Etc. 


(Some of the above lines from stock) 
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SILVERPLATED HOLLOW-WARE 


in authentic designs of 


EMPIRE COLONIAL 
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Each piece in these outstanding period designs 
is exquisitely styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
now being made. Write for full details. 








Dodge Trophies. 






Standard and special trophies by the world’s 
largest makers. Since 1926 













PERMANENT SHOWROOMS 


225 Fifth Ave., New York City; Merchandise Marts in Los 
Angeles, San Francisco and Chicago. 


DODGE INC. 


401 East 6th St., Los Angeles 14, Calif. 
706 North Hudson Street, Chicago, Ill. 
126 South Street, Newark, New Jersey 
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Your Point of Sale’ signs, displays and 
posters will stay where YOU want them. 





Equip your Merchandise Men and Route 
Salesmen with a Markwell Tackmaster 
— it's light, compact and can be carried 








easily in the hip-pocket or brief case. 


IT'S A CINCH to tack up those signs 
quickly and they'll stay put. 


| TACKMASTER is $7.50 


6,000 3/,,"" staples ................ $2.10 
(Discount in quantity) 


MARKWELL 


Industrial Products Division 
200 HUDSON STREET ° NEW YORK 13, N. Y. 
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GIFTS PROVE ASSET TO SALES VOLUME 
(From page 282) 


some $700 which has since been expanded to upwards 
of $2,000. Around the gray-toned walls and shelving of 
the balcony, which is completely air-conditioned, M; 
Christman has classified his giftware stock by the ma. 
terials of which they are made, such as metal, wood 
ceramic, imported china, and odd or miscellaneous types, 
for the sake of buying convenience. The displays are 
changed frequently on the theory that a gift item seep 
too often loses much of its sales appeal, and that constant 
freshening by the addition of new shipments is essential. 
Each section has from three to six shelves. 

“Qur policy is simply to let the customer browse 
through the stock and make up her own mind,” Mr. 
Christman said. “We want the item to sell itself on its 
individual appeal for the customer’s particular purpose. 
There is no such thing as the ‘perfect gift for everyone’ 
and thus we prefer to turn the customer loose and let her 
find the thing that best suits her special requirements.” 


The matter of prices means a lot to successful turnover, 
according to Mr. Christman, who has set his sights at 
better than five stock turns a year and has already 
achieved it. Actually there are gift items from $1 to $25 
in the display, but the average sale, after two years ex- 
perience, has been between $10 and $20. 

“It is difficult to set an average,” he said. “I believe 
this will soon drop as the average person takes a firmer 
grip on their pocketbook, but that we will always strike 
a higher average than the competing department store or 
gift shop.” | 

One simple idea which makes the Gift Gallery thor- 
oughly attractive to Augusta women is the fact that there 
are two comfortable lounge divans in the department; 
modern, upholstered settees on either side of the staircase 
which invite the customer to sit down and discuss her 
gift needs with the sales person waiting on her. 

Lighting is a factor in gift merchandising which is quite 
often ignored, Mr. Christman also stressed. The Gift 
Gallery, although it gives an air of quiet privacy, is 
equipped with glareless fluorescent and incandescent 
lighting fixtures, which through an average of 46 and 56 
footcandles over all the shelving and center displays, 
makes readily noticeable all the fine details of the mer- 
chandise shown. 


Perhaps the most important single fact which has con- 
tributed to Gift Gallery profits is the friendly, informal 
way in which most customers shop, this Georgia jeweler 
believes. “We have a neon sign reading ‘Gift Gallery’ 
over the stair case, and another in the main display 
window,” he pointed out, “which seem to invite tired 
shoppers to come up and ease their cares looking over 
beautiful gift suggestions. For that reason we never 
bother the customer until she asks for service, leaving it 
up to her own judgment as to what she wants to buy. 
Every visitor is always well impressed, and although she 
may not buy at the moment, the chances are that she will 
remember us when gift-buying time comes around.” 

Thus, by starting with a fine gift line above department 
store competition, and making the Gift Gallery a pleasant 
shopping stop, Burt’s has profited from every aspect of 
this “extra” line. 
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POTTERY PROVES TRAFFIC BUILDER 
(From page 284) 


as they are, last practically a lifetime. Every dealer can 
view his first sale of pottery as merely a beginning for a 
continued outlet for more and larger sales, as his cus- 
tomers become fascinated with the ware and desire larger 
and more colorful collections or for everyday use. 

A broadside or pamphlet featuring the line should be 
illustrated with attractive pictures, especially of the larger 
pieces. Mr. Naughter mails such a folder out with his 
monthly statements, or in his occasional letters to cus- 
tomers. He has no special department devoted exclusively 
to the ware, but sets the larger platters up on top of wall 
cases on plastic easels for better display and effect. He 
also makes up an effective display on shelves in a front 
corner alcove, behind one of the display windows and 
among such articles as electric clocks. The beautiful colors 
and glittering sheen of the ware attract the eye and 
make people ask questions. 

Naughter uses window displays to get prospects into 
the store, both for pottery and jewelry sales, and freely 
avers that fine pottery is the most attention-arresting mer- 
chandise the store has ever had, and a promotion, under 
the circumstances, which has little or no expense at- 
tached to it. He figures that when your windows express 
distinction and artistry, your store will appeal to buyers 
of taste and discrimination. 

The Naughter idea is a simple presentation of beauty. 
You aim at the eyes and make an esthetic impression, be- 


cause through the eyes people receive 85 per cent of 
their buying impulses. Women shoppers are practically all 
eyes. 

In the pottery line, naturally, people will ask innumer- 
able questions, seeking information of the makers, the 
methods of manufacture, the plants where it is made and 
the shaping, baking, and glazing processes. This applies 
especially to a naturally beautiful line such as the 
“Samara” pottery which is the brand featured in the 
Naughter store. 

A “Curio Corner” might well feature a line of pottery, 
but the larger pieces take up room. However, pottery 
makes a splendid display combined with china and glass- 
ware and other giftwares, or with imported articles in 
the chinaware line. Often pottery, hand-painted and per- 
manently glazed, is fashioned into shapes of birds to 
form lamps for living room or dressing table. Topped 
with simple or brocaded rayon shades, and mounted on 
handsome bases of burnished metal, it is a delight to 
the eye. 

American-made pottery is available in dinner sets, 
dainty multi-colored floral designs in white glazed back- 
grounds, sturdy and practical for dinnerware that can 
be used every day. Particularly attractive is a soft ivory 
colored pottery with dainty raised design, lovely on plain- 
colored or gaily printed cloth. 

Pottery now is made to charmingly capture and capti- 
vate the womanly eye. A nice selection of tarnish-proof 
hammered metal ware will go along splendidly with a 
pottery display. 
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INDUSTRY COMMITTEE PROGRESSING 





ON PROPOSED NEW STAMPING LAW 





Trade Members Work Hard | 


Seeking Excise Tax Relief 


Despite the fact that current good busi- 
ness in the jewelry trade has somewhat 
quieted anxiety over the burdensome ex- 
cise tax, certain elements of the trade are 
still working diligently for its removal. 

At a meeting of the Jewelry Industry 
Tax Committee on October 30 in New 
York, representatives of all segments of 
the industry were told that there seemed 
to be no change in the indication that the 
Senate Finance Committee desires to con- 
sider excise taxes only in connection with 
a general revenue measure and not piece- 
meal. Ex-Senator John A. Danaher, gen- 
eral Washington counsel of the Jewelers 
Vigilance Committee, stated that the posi- 
tion of H. R. 4259, which carried an 
amendment exempting the first $25 of all 
jewelry sales, had not changed and that 
in view of the fact that the tax advisors 
to Congress, the Treasury Department and 
the Bureau of Internal Revenue are un- 
alterably opposed to exemptions, it was 
unlikely that the bill would receive favor- 
able consideration. 


POSITION NOT CHANGED 


The meeting was adjourned after lengthly 
discussions without changing the position 
taken at the August 14 meeting, namely, 
that efforts should be directed toward se- 
curing the elimination of the full 20 per 
cent excise tax on jewelry and, if this is 
found unfeasible, then toward the elim- 
ination of the 10 per cent wartime emer- 
gencey excise tax. 

The New England Manufacturing Jewel- 
ers and Silversmiths’ Association recently 
adopted a formal resolution favoring the 
brief submitted to the House Ways and 
Means Committee by Fred B. Dreifus, in 
behalf of the Jewelry Industry Tax Com- 
mittee last June 11. Mr. Driefus’ brief, it 
will be remembered, asked first for the 
complete elimination of the jewelry excise 
tax; secondly, offered as an alternative 
either a reduction to the rate of 10 per 
cent instead of the present 20 per cent, or 


(Please turn to page 299) 


FOR DECEMBER, 1947 





Committee Prepares and Distributes New Draft of Bill 
Asking Trade for Practical Suggestions and Comments; 
Bill May Become Federal Law When Finally Agreed Upon 


The move initiated by the Jewelers 
Vigilance Committee about 18 months ago 
to bring order out of the present chaos 
of the scattered and unrelated laws and 
regulations covering the quality marking 
of articles made wholly or in part of 
precious metals, has been making quiet 
but steady progress. 

As reported at the time that the pro- 
gram was instituted—JC-K for May, 1946, 
page 320—an Industry Marking and 
Stamping Committee composed of repre- 
sentatives designated by every major seg- 
ment of the jewelry and allied trades, in- 
cluding the manufacturers of fountain pens 
and optical goods, was formed under the 
auspices of the Jewelry Vigilance Commit- 
tee. Working with this group, Byron L. 
Shinn, legal counsel for the JVC, prepared 
a tentative draft of a bill coordinating in 
one comprehensive piece of legislation all 
of the various provisions covering the mark- 


_ing, branding and advertising of precious 


metal goods, which are now scattered 
through the National Stamping Act, the 
various commercial trade standards of the 
U. S. Bureau of Standards and the regula- 
tions of the Federal Trade Commission. 
To these were added provisions for those 
classes of articles which are not at present 
covered by any regulations, and the loop- 
holes in the present structure were plugged 
up. 

SUBMITTED TENTATIVE DRAFT 


This tentative draft was then submitted 
to all branches of the jewelry field, includ- 
ing the fountain pen and optical goods 
manufacturers for suggestions and com- 
ments. 

All of these suggestions were then care- 
fully reviewed and considered by the com- 
mittee and a revised draft embodying those 
suggestions that were found to be of prac- 
tical value has been prepared. 


This new draft is now available in type- 
written form. Copies of it have already 


a 
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been distributed to the firms on the mail- 
ing list of the Jewelers Vigilance Com- 
mittee for consideration and suggestions, 
and any one in the industry who is in- 
terested and has not received a copy, is 
invited to send for one to look it over 
and submit his comments. (Address Byron 
L. Shinn, 527 Fifth Ave., New York 17.) 

When all of the provisions are finally 
agreed upon and approved, the bill will 
then be introduced in Congress to be en- 
acted as a new comprehensive Federal 
law governing the marking, branding and 
advertising of all products made in whole 
or in part of precious metals. 


CHIEF PROVISIONS 


The chief provisions of the proposed 
legislation are as follows: 

1. A system of quality marks is set up 
for all classes of goods made wholly or 
partly of previous metals, or plated with 
precious metals, including electroplate as 
well as. rolled gold plate and gold filled 
items. 

2. All articles bearing a quality mark 
must also have immediately adjacent and 
in equally prominent characters the name 
or trademark of the manufacturer or seller 
of the article. 

3. The use of the term “solid gold” is 
prohibited except as a description of fine 
gold. Articles made of a gold alloy shall 
be described as “10 karat,” “14 karat,” 
or whatever the quality may be. The 
lowest grade on which a quality mark is 
permitted is 10 karat. 

4. Exact tolerances which shall be 
allowed are stated, as are the parts of an 
article which are exempted in computing 
the quality, such as springs, posts, rivets, 
hinge pins, knife blades, etc. 

5. A complete code is provided for the 
marking of articles made of platinum or 
any of the platinum metals with minimum 


(Please turn to page 298) 
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‘TO LILYBET 
WITH LOVE’ 


One of the numerous presents given to 
Princess Elizabeth on the occasion of her 
wedding to Lieut. Mountbatten, was this 
new and different 14 karat gold watch key 
(below, left) presented by Henry L. Lam- 
bert, Lambert Brothers Jewelers, New York. 
Any key can be fitted to this watch which 
boasts of a 15 jewel movement and un- 
breakable glass on both sides, so that those 
who are intrigued with the intricate works 
of a timepiece may amuse themselves by 
watching it tick. Bottom, right: The Swiss 
Government's wedding present to the prin- 
cess was this diamond bracelet watch, 
valued at $20,000, constructed by Vacheron 
& Constantin in Geneva. For the past 150 
years, all members of the Royal Family of 
England have owned Vacheron & Constantin 
watches. 
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Presents from members of the Royal Family to Princess Elizabeth and 

Lieut. Mountbatten seen on display at St. James Palace. They are— 

(left)—pearls from Her Majesty the Queen; (Center)—diamond neck. 

lace from his Majesty the King, and a diamond tiara from Her Majesty 
Queen Mary. 
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Left: A present from the British Pottery Manufacturers Fed- 
eration, this dinner service was chosen by Princess Elizabeth 
from 15 fine English china patterns. Manufactured for her 
by John Aynsley and Sons, Ltd., Longton, England, the pic- 
ture was received from the Aynsley firm by Fisher, Bruce and 
Co., Philadelphia, 
Right: This clip of red and yellow gold, set with 
diamonds and rubies, is the gift of British jewelers. 
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New Stamping Law Progresses 
(From page 297) 


qualities that may have a quality mark 
specifically defined and the abbreviations 
that are permitted clearly stated. 

6. Complete’ codes are provided for 
articles made of a combination of two or 
more precious metals, such as silver and 
karat gold, karat gold and platinum, karat 
gold and base metals, etc. 

7. Specifications are included for rolled 
gold plate and gold filled articles and the 
permitted tolerances of such articles are 
set forth. 

8. A similar code is provided for articles 
of rolled palladium plate and separate sec- 
tions deal with watch cases of both rolled 
paliadium plate and rolled gold plate. 

9. Provision is made for the marking of 
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articles electroplated with geld or palla- 
dium—a class of goods for which no official 
regulations are in effect at the present 
time. 

10. Penalties are provided for false ad- 
vertising and labelling as well as for in- 
correct marking of the articles themselves. 

11. Enforcement of the act with regard 
to its penal provisions is vested in the De- 
partment of Justice and in other respects 
by the Federal Trade Commission. 


S. Weinhaus Co. Is 70 Years Old 

This year marks the 70th anniversary of 
the Samuel Weinhaus Co., 808 Liberty 
Ave., Pittsburgh, Pa. 

A recent issue of the NWJA News Bulle- 
tin extended congratulations and _ best 
wishes to the firm on behalf of its officers 
and members. Two officers of the Samuel 





Weinhaus Co. have served the NWJA as 
members of the Executive Committee—the 
late Emil Freyer and Albert E. Freyer, who 
is now on the Official Board. 


Import of Jewelry Items 
Banned by Canadian Government 


Following suit established by other coun- 
tries who were faced with a lack of dollar 
currency, Canada finally weakened late in 
November and ordered a total ban on im- 
ports of many “luxury” and non-essential 
products. 

Canadian Finance Minister Douglas Ab- 
bott announced that the restrictions were 
“unavoidable, but temporary.” A total ban 
was placed on jewelry, novelties and radios 
while “quota” restrictions were imposed on 
clocks, watches, leather and leather goods. 
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Trade Seeks Excise Relief 
(From page 297) 


an exemption of the first $25 on each indi- 
vidual sale. 

A long range tax and budget reform 
program submitted to the House Ways and 
Means Committee by the Committee for 
Economic Development advocated eventual 
elimination of all except three Federal ex- 
cise taxes. The report called for elimina- 
tion by “195X” of all excise taxes except 
those on alcoholic beverages, tobacco and 
gasoline. Representative Harold Knutson, 
chairman of the Ways and Means Com- 
mittee, said he was disturbed by the fact 
that most of the proposals were for the 
hypothetical normal year of “195X” which 
may not, in fact, be realized. “The Ways 
and Means Committee,” he stated, “has be- 
fore it the very practical problem of gen- 
eral tax revision in the immediate future. 
The usefulness of the committee of a set 
of recommendations relating to a vague 
and uncertain period is distinctly limited.” 

In the early part of November, the Special 
Tax Study Committee of the Ways and 
Means Committee recommended that in- 
come tax reductions should precede cuts 
in excise taxes as well as changes in cor- 
porate taxes. The committee proposes 
strengthening the excise tax structure so 
that in less prosperous times the Federal 
government will have adequate sources of 
revenue. 

Chances for elimination or reduction of 
the excise tax before the first half of 1948 
appear very slim. After foreign aid and 
the question of inflation in this country 
have been settled, Congress is slated to 
work on a general tax revision program. 
If general inflationary tendencies continue, 
Congress will probably not be interested 
in the exise tax question at all. 





Conference on Materials Handling 
To Discuss Items of Trade Interest 


More than a dozen topics of vital inter- 
est to the jewelry and watchmaking indus- 
tries will be discussed at the Conference on 
Materials Handling which will be a fea- 
ture of the second National Materials 
Handling Exposition to be held at the 
Public Auditorium, Cleveland, Ohio, Jan. 
12-16 inclusive. 

The major theme of the discussion is cost 
reduction through improved handling and 
discussion subjects have been selected for 
their widest appeal from the practical, 
operating standpoint. With material and 
labor costs at all-time highs, reductions in 
the expenses of handling—a completely 
non-productive operation—represent one of 
the few fields for savings still open. Dis- 
cussions will include all phases of the 
handling operations, from the viewpoint of 
manufacturer, distributor, jobber and re- 





























With Air Express cutting delivery time from any U.S. 
point to a matter of hours, it’s like lassoing your supply 
sources and keeping them within quick reach. 

You get the fastest possible service with Air Express. 
Special pick-up and delivery service is included. And since 
Air Express goes on every flight of the Scheduled Airlines, 
shipments keep moving — fast. If you’re faced with over- 
seas shipping problems, Air Express can save you weeks 
of delivery time. Use this speedy, inexpensive service 
regularly. 


Specity Air Express-its Good Business 


Low rates — special pick-up and delivery in principal U. S. 
towns and cities at no extra cost. e Moves on all flights of all 
Scheduled Airlines. ‘e Air-rail between 22,000 off-airline of- 
fices. e Direct air serviceto and from scores of foreigncountries. 

Just phone your local Air Express Division, Railway Expres 

Agency, for fast shipping action ... Write today for Schedule 

of Domestic and International Rates. Address Air Express, 

230 Park Ave., New York 17. Or ask for it at any Airline o¢ 

Railway Express Office. 
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How tp keep your supply sources right at hand | 
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tailer, and will include problems of ware- Fastest delivery — at low rates 


housing and shipping. 

Keenest interest in the jewelry and 
watchmaking industries will center on 
these discussions: “Arranging stock for 
effective handling”; “Handling factors in AIR EXPRESS DIVISION, | 
plant layout”; “Planned packing for ef- RAILWAY EXPRESS AGENCY N 
ficient handling”; “Handling unusual oo. A SERVICE OF 


shapes”; “When manual operations pay.” THE SCHEDULED AIRLINES OF THE UNITED STATES 


Memphis, Tenn. manufacturer re- 
quested fast delivery of spare parts 
(34 lbs.) located in San Angelo, Tex. 
Picked up 11:50 AM the 2lst, de- 
livered same day at 5:40 PM. 668 
miles, Air Express charge $7.31. Other 
weights, any distance, similarly inex- 
pensive and fast. 
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‘UHAA Representatives Meet and Adopt Plan 
For Certifying and Examining Watchmakers 


Representative horologists from seven 
states met with officials of the United 
Horological Association of America at the 
Colorado mountain home of UHAA Secre- 
tary Orville R. Hagans, October 24, 25 
and 26, to formulate and adopt a nation- 
wide plan for the certification and ex- 
amination of watchmakers. 

Those present and represented were: 
John J. Nooyen, Encinitas, Calif., presi- 
dent of the UHAA; O. R. Hagans, Denver, 
Colo., executive secretary-treasurer of the 
UHAA; Emanuel Seibel, Denver, Colo., 
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chairman of the UHAA schools accrediting 
committee; B. W. Heald, Milwaukee, Wis., 
secretary of examiners in watchmaking in 
Wisconsin; Ray Wiley, Des Moines, lowa, 
executive secretary of board of examiners 
in watchmaking in lowa and Harold Sabro, 
Portland, Ore., secretary, board of ex- 
aminers in watchmaking and clockmaking 
in Oregon. Carl Hurst, Oklahoma City, 
Okla., secretary, board of examiners in 
watchmaking of Oklahoma; and C. W. 
Gaskell, St. Paul, Minn., secretary, board 
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of examiners in watchmaking of Minnesota 
were not present, but were represented by 
proxy by B. W. Heald. 

Basing their action on a_ resolution 
passed at the UHAA annual convention 
held in Charlotte, N. C. in September, this 
group identifying itself as the UHAA 
Testing Laboratory and Examining Board, 
set up machinery and detailed plans for 
the operation of an examination program, 


Initiated to overcome a situation that 
has been branded by industry spokesmen 
as “a possible national scandal,” it hopes 
to give the public a means of identifying 
and recognizing the competent watch. 
maker. Recent research by the JEweters’ 
CIRCULAR-KEYSTONE, revealed the mush- 
room-like growth of watchmaking schools 
with the passage of public laws 346 and 
16. While most of these schools have VA 
approval, research indicates that there is 
wide variance in their methods of opera- 
tion. Representative questions were asked 
such as: “How long are your courses? 
What is your tuition? When was school 
started? Have you been accredited by the 
UHAA or HIA (Horological Institute of 
America) your State Board of Education 
or the VA?” 

Answers to these questions showed that 
terms varied from six months to four 
years, tuitions from $100 per year to $2,288 
per year. Only 24 schools, out of the 73 
polled, have been accredited by either one 
of the watchmaker associations. All but 
13, or 59 of the schools answered the ques- 
tionnaire, and every one of them had VA 
approval, which is automatic upon ap- 
proval by the State Board of Education. 


It was because of this doubt of the com- 
petency of many of the nation’s watch- 
making schools, and the consequent sus- 
picion of the skill of their graduates, 
that the program was adopted. 


EXAMINATION PROGRAM 


As constituted the examination program 
enables a school to submit a student 30 
to 45 days before graduation to an exam- 
ination of rigid impartiality and undoubted 
honesty. Geared for maximum rapidity in 
every phase of its operation, its outstand- 
ing characteristic is the possibility of de- 
termining a student’s acquired skill before 
he graduates. The program is advanced as 
a means of permitting legitimate schools 
to test their teaching methods against an 
examination which is conceded to be su- 
perior to any now being given to certify 
or register watchmakers. It is believed that 
schools which are striving to do a com- 
petent teaching job, will welcome this ex: 
amination of undoubted integrity. 

The examination is also open to prac- 
ticing watchmakers. As the program is 
now constituted, the sponsoring organiza- 
tion can be a school, a guild or state asso- 
ciation. It is hoped that every practicing 
watchmaker will avail himself of the op- 
portunity to be certified. There are no re- 
strictions or pre-requisites; it is open to 
all. The applicaion fee was fixed at $15. 
Applications will be accepted starting Jan- 
uary 1, 1948. 

A completely self-sustaining program, it 


(Please turn to page 308) 
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New Jersey Watchmakers 
Flect Hayenga President 


L. H. Hayenga, of Irvington, N. J., was 
elected president of the Watchmakers’ As- 
sociation of New Jersey at that organiza- 
tion’s eighth annual convention held at 
the Olympic Banquet Hall in Irvington on 
Sunday, October 26, 1947. Mr. Hayenga 
succeeds Andrew J. Stroehlein, Union, 
N. J., who was elected a director at the 
meeting. 

At 2:00 p.m. President Andrew Stroeh- 
lein delivered a brief address to the as- 
semblage extending his cordial welcome to 
all. After his address, Mr. Stroehlein intro- 
duced Paul Stanoch, association secretary, 
who delivered his annual report to the 
members. Mr. Stanoch said that one of the 
reasons why much progress has been made 
by the organization is because of the many 
fine activities, meetings, and programs that 
have been sponsored throughout the year. 
“With a good foundation already estab- 
lished and good resolutions set forth to 
accomplish,” Mr. Stanoch said, “it is most 
certain that the association will be most 
successful in the coming year.” 

After all regular association business 
was disposed of, Robert Halpern, chair- 
man of the convention committee, intro- 
duced the guest speakers. Louis Haimann, 
president of the New Jersey Retail Jew- 
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contains over 1,000 carats of these stones. 
The necklace includes a 137-carat white 
center diamond, a |6-carat deep green dia- 
mond, four pink diamonds, including one of 
32 carats, a 30-carat pure bright blue dia- 
mond and a six and a half carat ruby- 
colored diamond, in addition to a number 
of smaller ones of various colors and white 
ones. The photograph was taken by Bert 
Brandt of the Acme Newspictures, who is 
making a round-the-world flight and taking 
photographs as he goes. 


Florida Watchmakers Elect Officers 


The Florida Watchmakers Association 
ended its annual convention October 7th 
at Miami, Fla., electing the following 
officers: President, William E. Kader of 
Sanford; Kenneth P. Ringer of Coral 
Gables and Fred W. Sage of Mount Dora, 
vice presidents, and E. S. Johnson of St. 
Petersburg, was re-elected secretary-treas- 
urer. Orlando was named the 1948 con- 
vention city. 
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elers’ Association delivered an interesting 
talk on State legislation for watchmakers. 
The president of the Horological Society 
of New York, James J. O’Shaughnessy, re- 
ported on the progress of the proposed 
watchmaker licensing bill of New York 
State. Herman Pedrick, president of the 
Horological Association of Pennsylvania, 
after delivering three short, interesting ad- 
dresses, demonstrated in a very simple 
manner a short-cut method of vibrating a 
hair spring in most watches. 

Pointing out the importance of a good 
education for the watchmaking craftsmen, 
L. H. Hayenga, newly elected president of 
the association, explained how Essex Coun- 
ty, N. J., would sponsor a vocational train- 
ing program if it could but gain a little 
more cooperation from local watchmakers 
and watchmaker organizations. 





Other officers elected at the convention 
were: Thomas J. Buckner, Cranford, N. J., 
re-elected vice-president; Paul Stanoch, 
Newark, N. J., re-elected secretary; and 
Robert Halpern was elected treasurer, to: ' 
succeed Mr. Hayenga. Directors chosen to 
serve for the coming year include: Peter 
Bea, elected trustee, and Emil Haller, Eu- 
gene Jung, Andrew Stroehlein and Charles 
Miller, directors. 

Secretary Stanoch closed the election and 
all officers were recorded and accepted for 
the coming year. The convention meeting 
was moved to adjourn at 6:00 p.m. Later 
in the evening all members and guests 
attended the annual dinner dance of the 
convention. Dancing was enjoyed by all 
after dinner, with Sam Belford and his 
orchestra playing for the occasion through- 
out the evening. 














Jewelers Missing Normal Share of National 
Income, States wens at NEMJ&SA Meeting 


Increased sales of jewelry, the higher < 
volume of sales keeping pace with the ad- 
vances in national income, are held forth 
as a challenge to the jewelry producing 
industry by Raymond L. Wells who has 
been elected for a second term as presi- 
dent of the New England Manufacturing 
Jewelers’ & Silversmiths’ Association. 

In a discussion of the “Outlook for 
Jewelry,” Mr. Wells said: “At the begin- 
ning of this year, our association had a 
survey made by one of the better business 
research organizations. It disclosed some 
astonishing facts. 


— 








“The total retail jewelry sales in 1946 
amounted to $1,772,000,000, and they were 
by far the greatest ever made by the in- 
dustry. It also disclosed that had the jew- 
eler obtained his historical share of con- 
sumer spendable income, there would have 
been an increase of 22 per cent in these 
sales. In the midst of the greatest volume 
of business, what we all have overlooked 
is that there has been even a more tre- 
mendous increase in national income, of 
which the jeweler is not getting his nor- 
mal share. This is bad. 
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48 West 48th St. 





QUESTION: What is the ERA Dynomatic Watch? 


The ERA Dynomatic Watch is the 
timepiece previously announced which 
operates without a regulator. 


QUESTION: Why should a watch have no regulator? 


Because its elimination removes one of the causes of inac- 


Is the ERA Dynomatic an accurate watch? 


Reports of tests by the Official Testing Bureaus in 
Switzerland and elsewhere rate it very high. 


Can | prove this to my customer? 


The watches are sold with individual certificates 


The ERA Dynomatic Watch has been favorably reported 


QUESTION: What is trade opinion? 
ANSWER: 
on by the leading jewelry trade papers. 
QUESTION: And popular magazines? 
ANSWER: Newsweek Magazine, October 6, 1947, says: 
to remain permanently accurate.” 
QUESTION: What is the availability of the ERA DYNOMATIC? 
ANSWER: 


Supply is still necessarily short. A few pieces only to each 
customer are available before Christmas. 


ARTHUR BAUER COMPANY, 


“Claimed 


INC. 
New York 19, N. Y. 
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“This year the national income ap- 
parently will take another upward hike, 
while jewelry, according to the best estj. 
mates will do about 10 per cent less than 
last year. That is also not so good. 

“What are we, as an industry, going 
to do about it? Several very constructiye 
measures are under way, and everyone 
should give his fullest cooperation to al] 
these so that we may get at least our his. 
torical share of the consumer dollar. 


“Let us look at the advertising picture, 
In magazine advertising alone, 20 jewelry 
concerns spent $5,436,773; in radio ad- 
vertising three jewelry accounts spend 
$1,081,459; in kindred lines (pens, pencils, 
clocks, etc.) nine accounts spent in maga- 
zine advertising alone, $4,179,867, while 
five accounts in the same group spent in 
radio, $3,889,716. This totals $14,500,000, 
and includes only the big accounts of 
$100,000 or more. Add to that the smaller 
accounts, plus all the trade paper and 
newspaper advertising, and the total will 
probably reach $50,000,000, although this 
is a pure guess, 

“The Jewelry Industry Council is keep- 
ing before the public new developments in 
the jewelry field by releases to the press 
and in many other ways. Their promo- 
tional work is of vital importance and 
should be encouraged by all branches of 
the industry. 


REPEAL EXCISE TAX 


“Most important of all, the jewelry ex- 
cise tax must be entirely repealed, and 
the American public educated to the fact 
that most jewelry is not in the luxury 
class. A $75.00 watch for a man is not as 
much of a luxury as a $75.00 suit of 
clothes. The watch will last a lifetime, and 
the suit is good for but a couple of years. 
Likewise a $25.00 piece of jewelry for a 
woman is as necessary to her morale as 
perhaps a vacuum cleaner, washing ma- 
chine or electric ice box. In our demands 
of Congress for repeal of the tax, we have 
only asked for a fair chance at the con- 
sumer dollar. To tax our industry 20 per 
cent in peacetime is most unfair and dis- 
criminatory. We hope that early 1948 will 
give us some relief. 


“The jewelry business can be kept 
healthy, active, and profitable, but all seg- 
ments must pull together and look ahead 
to that end.” 


- - + 


Date for Florida RJA Convention 
Decided Upon at a Recent Meeting 
The board of directors of the Florida 


Retail Jewelers Association, at a recent 
meeting held in Orlando, decided to hold 
the 1948 convention of that organization 
in Tampa on April 18, 19, and 20. 

Alvin Magnon was named general chair- 
man of the convention and Billy Deuber 
was again selected to head the Yearbook 
activities. 

The directors heartily approved and en- 
dorsed the resolution passed at the annual 
convention of ANRJA held last August in 
New York which stated that all watch 
companies and distributors attach to each 
watch their own label limiting the guaran- 
tee period to 90 days. 
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New England Mfrs. Experience Good Business; 
Production StabilizationT heir Chief Objective 


The jewelry manufacturing plants lo- 
cated in Rhode Island and the nearby At- 
tleboros have been flourishing during this 
Fall season and as they approach the dead- 
line for Christmas shipments they are look- 
ing forward with anticipation to continued 
good times in the new year. 

One of the big factors involved in the 
expected post-Christmas business is the 
widespread feeling American people have 
developed that they are not properly attired 
unless they have the proper jewelry to 
wear. 

The industry has come to realize the re- 
spect American women have for distinc- 
tive jewelry and is constantly on the alert 
for items with which to keep their lines 
fresh and attractive. 


A LIVE MARKET 


They have found that there is a live 
market for their products—but that the 
line must be new and captivating. 

By freshening up their lines several 
times a year rather than on a yearly or 
half-yearly schedule, jewelry producers be- 
lieve they have found a means of smooth- 
ing out their production schedules so that 
there will be no appreciable seasonal 
peaks on the activity charts, and by the 
same token, no appreciable dips or valleys. 

They report possessing the opinion that 
the desire of the American public to buy 
is not seasonal and that by meeting this 
constant demand with adequate lines of 
merchandise they can attract business in 
enough volume to keep their production 
lines going the year round. 

Stabilizing production over the 12 
months of the year is the chief objective 
of all manufacturers but especially the 
jewelry producers. Their help must have 
clever fingers. They must be deft with 
their hands. These qualities are born in 
some people but others require consider- 
able training to make them good jewelry 
plant operators. 


BUSY AND SLACK SEASONS 


Under the old system of busy and slack 
seasons, employes were laid off when the 
slack seasons occurred. Hiring accompa- 
nied every rise in business. Manufac- 
turers discovered that not all of the work- 
ers laid off would be available when hiring 
took place. There was a constant need to 
train new people in the ways of the in- 
dustry. This training was an expensive 
item, not alone because of the close super- 
vision need it demanded but also from the 
standpoint of spoiled work during the 
learning period. 

Rhode Island has been particularly busy 
this Fall season. There has been a lack 
of women workers and some orders dated 
for Christmas shipment had to be turned 
down. 

The area, however, is employing the 
largest number of persons in its history. 
Figures released by the Rhode Island De- 
partment of Labor show that total employ- 
ment in October was 19,837, nearly 500 
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above the former peak reached in Novem- 
ber of 1946. 

Payrolls—reflecting higher wage rates 
in many cases and considerable overtime 
work put in in an effort to meet Christmas 
demands—are also hitting new heights. 
Average hourly earnings of $1.092 show 
the widest jump of any Rhode Island in- 
dustry in the monthly span from Septem- 
ber to October. 

Many segments of the industry—makers 
of emblems, insignia and numerous stand- 
ard jewelry items—are not on a seasonal 
basis at this writing. They have staggered 





their business over the full year. Some of 
the goods produced in January finds its 
way into homes the following Christmas. 


They have shown the rest of the industry 
it can be done. Layoffs in the local plants 
in the early part of this year were felt 
this Fall. Had there been sufficient rea- 
son to believe buying would return so 
quickly and in such volume these employes 
could have been gainfully employed dur- 
ing the entire dull season and inventories 
would have been built up from which or- 
ders for this Christmas season could have 
been filled. 

The trend is definitely toward stabiliz- 
ing production, but coupled with it will 
be a constant freshing of the manufac- 
turers’ lines in order to keep the buyers’ 
interest at a high level. 
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NEMJ&SA Elects Officers 
At Recent Annual Meeting 


It was meatless Tuesday, but a deli- 
cious roast capon dinner and the fel- 
lowship that usually marks a gathering 
of the New England Manufacturing 
Jewelers’ & Silversmiths’ Association 
made the association’s annual meeting on 
Oct. 21 a most enjoyable affair. 

Two new directors—H. Leon Laycock of 
Fulford Mfg. Co., Providence, and Theo- 
dore Leavens, Jr., then of the Robbins Co., 
Attleboro, Mass.—and a new secretary— 
William E. Smith of Irons & Russell Co., 
Providence—were elected. 

All offices with the exception of the 
president were filled that night. President 





Raymond M. Wells was chosen for an- 
other terms as the association’s president 
at a subsequent organization meeting of 
the board of directors. 

Those re-elected at the annual meeting 
included the following: First vice-president, 
Henry A. Peterson, L. S. Peterson Co.; 
second vice-president, Benjamin Rossman, 
A. & Z. Chain Co.; third vice-president, 
Leo F. Krussman, Trifari, Krussman & 
Fishel, Inc., and treasurer, Edgar E. 
Baker. Directors: George A. Armstrong, 
Budlong, Docherty & Armstrong, Inc.; 
Fred A. Bullock, Dolan & Bullock Co.; 
Emil FE. Fachon, American Standard 
Watch Case Co.; Robert P. Mason, Mason 
Box Co.; Willard A. Ormsbee, Taunton 
Pearl Works, Inc., and President Wells. 

The meeting was held in the main ball- 
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room of the Sheraton-Biltmore Hote] with 
a large attendance. 

President Wells presided at the business 
meeting following the annual dinner, f, 
told the more than 200 manufacturers j, 
attendance that the association had 
finished the year with a net increase of 
12 members and with its finances in good 
shape. 

In his brief sketch of the year’s actiy. 
ities, he reviewed the crusades against the 
excise tax and the removal of tariffs, and 
pledged the association’s continued fight 
against taxes and legislation deemed harm. 
ful to the industry. 

He announced that George Richard 
Frankovich had been named assistant to 
Executive Secretary Edward O. Otis, Jr, 
and presented him to the group. 

Edgar E. Baker, treasurer, gave the 
financial report for the year. Total ip. 
come was listed as $28,937.48, with ex. 
penditures aggregating $27,056.03. Total 
assets were reported as $42,253.89, and 
reserve funds as $38,917.89. 

The guest speaker was Frank Lovejoy, 
sales manager of Socony-Vacuum and 
president of the Sales Executive’s Club of 
New York. He discussed “Merchandising,” 
stressing that common sense is essential to 
successful selling of any product. He de. 
scribed the potential market as the public 
mind which must be impressed that what 
it thinks is so, is so. Common sense rules 
for merchandising were suggested. 





NEW LOCATION 





Formal opening of Sutton Jewelry Co. of 
Miami, Fla., at its new location at 72 W. 
Flagler St., was held on October 29, 1947. 
The company, owned and operated by Mr. 
and Mrs. D. B. Sutton for the past 27 years, 
is the successor to Whaler's who established 
this jewelry business in Miami back in 1897. 
The same ownership, management and per- 
sonnel will continue to serve in this new 
store which is pictured above. 





Jeweler Announces Engagement 


The engagement of George M. Romm, 
president of Romm & Co., 100 Main St. 
Brockton, Mass., and Miss Pearl Marholin 
of New Britain, Conn., was recently an- 
nounced. Mr. Romm is a graduate of 
Columbia University, class of 1940, and 
served with the Army Airs Corps for three 
and a half years. Miss Marholin attended 
Connecticut Teachers College and is now 
a head nurse at the Beth Israel Hospital 
in Boston. The wedding will take place 
at the Hotel Sheridan, Boston, on Sunday, 
February 1. The couple will spend their 
honeymoon in Mexico. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





—— he hee ee OCD 





German Research Report on Synthetic Spinel 
Now Available From Department of Commerce 


Synthetic spinel which can be hardened ¢ 


by heating is as satisfactory for bearing 
jewel use as synthetic ruby or colorless 
synthetic sapphire and costs less to produce 
according to a German research report 
now on sale by the Office of Technical Ser- 
vices, Department of Commerce. 

The report is a translation of a document 
written by Dr. F. W. Eppler, chief chemist 
of Wiedes Carbidwerk, at Freyung, Ba- 
varia, describing research on the hardening 
process and various tests on the properties 
of hardened synthetic spinel. 

Lower hardness of synthetic spinel be- 
fore heating makes it possible to manufac- 
ture bearing jewels in half the time it takes 
to make them from synthetic corundum 
and reduces the amount of diamond bort 
needed for finishing work by 70 per cent. 

Research on the theoretical and practical 
possibilities of hardening synthetic spinel 
revealed that it is necessary to start from 
a base material containing a considerable 
excess of aluminum oxide in order to ob- 
tain monocrystalline spinel boules which 
will not crack in the manufacturing proc- 
ess or while being cooled. The excess of 
aluminum oxide acts as a crystallizer in 
the synthesis of spinel. 





DIAMOND SORTERS 





Henry Wilson (above, extreme right), owner 
of Henrys Jewelers, Syracuse, N. Y., recently 
returned from a European diamond buying 
trip. Mr. Wilson stated that good quality 
diamonds are scarce and diamond prices 
are going up. The trio paused for a mo- 
ment in their diamond sorting to have their 
picture snapped. They are, left to right: 
Joseph Lens, president of the Diamant Club 
of Antwerp, Belgium; Edward Peiper, Ed- 
ward Peiper & Co., diamond wholesalers, 


580 Fifth Ave., New York, and Mr. Wilson. 





Jewelers Sell Partnership Rights 


Robert N. and Beatrice M. McConnell of 
Clinton, Ill, recently announced that the 
partnership rights of McConnell Jewelers 
of that city has been sold to Gerald J. 
Vogel, who will continue the business 
under the name of Vogel & Dick Jewelers. 

Mr. Vogel was formerly associated with 
his brother in Vogel’s jewelry store at 
Bloomington, Ill. He plans to follow the 
operating pattern already established by 
McConnell’s Jewelers. 

No future plans have been announced 
as yet by Mr. or Mrs. McConnell. 
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Tests on the mechanical properties of 
hardened synthetic spinel, a magnesium 
aluminate of the composition (Mg0s. 
(A1.0;)5, as compared to synthetic corun- 
dum proved that its mechanical corrosion 
hardness attains 51 per cent of that of 
corundum, its Vickers hardness, 73 per 
cent and its shearing strength, 131 per 
cent. The vibration test proved that its 
increased resistance is sufficient to warrant 
its use for bearings in place of corundum. 

Any change in the composition of the 
spinel will give different properties, accord- 





ing to the report. The strength is lowered 
when the alumina content is lowered and 
is increased if the proportion of alumina 
is increased. 

The author states that spinel bearings 
gave perfectly satisfactory results when 
used in instruments and caused no com- 
plaints. 

The 42-page mimeographed report (PB- 
78652; Bearing jewels of hardened syn- 
thetic spinel; April 1947) sells for $1.25. 
It contains both the English and German 
text. 

Orders should be addressed to the Office 
of Technical Services, Department of Com- 
merce, Washington 25, D. C., and should 
be accompanied by check or money order, 
payable to the Treasurer of the United 
States. 
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Mr. A has fitful sleep, filled 
with dreams of burning build- 
ings . . . that’s because his 
property is not adequately pro- 
tected against fire loss. 


Mr. B counts his insurance dol- 
lars jumping the fence... the 
present cost of insurance is a 
nightmare to him. 


Mr. C has peaceful, dreamless 


sleep ... he has adequate fire 
insurance in strong Jewelers 
Mutual — PLUS a substantial 
saving! 





Write for details. No salesman will call. 


National Jewelers Mutual 


Fire Insurance Company 


104 E. Wisconsin Ave. Neenah, Wis. 
Offices in: Milwaukee, New York, Chi-ago 





306 





No Reduction in Diamond Prices is Foreseen, — 
Increase in Supply Unlikely, Muller States 
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Top—Natural light greatly assists the diamond cutters of J. R. Wood & Sons diamond cutting 

plant in Amsterdam in accomplishing their intricate tasks as this interior view of the plant 

reveals. Bottom—Diligently obeying the photographer's command to ‘smile, employees 

at the diamond cutting plant in Amsterdam took time out from their duties to pose for this 
photograph of the entire group. 


“Naturally, the increased demand by 
buyers from the United States has affected 
the market and fine quality mellee (i.e. 
from 1/5 ct. down to and including 8 cuts) 
is very difficult to obtain. However, prob- 
ably a much greater effect on the market 
| is the European economic condition. Most 
of the European countries are financially 
unstable at the present with their respec- 
tive currencies in an unfavorable exchange 
relation to the American dollar. The peo- 
ples of those countries are anxious to put 
their wealth into as secure a form as pos- 


“While there has been a brisk rise in 
the diamond market during the past few 
months, I do not foresee any reduction in 
prices or increase in supply within the 
near future,” states Arthur W. Muller of 
J. R. Wood & Sons, Inc., who has just re- 
turned from a two months’ trip to Euro- 
pean markets at Antwerp and Amsterdam. 

“There are a number of reasons for this 
increase in diamond prices—not all of 
which can be attributed to the age old 
economic law of supply and demand. 

“First, there is the matter of rough. At 
present, there presumably is not enough 
available because the Syndicate has re- 
fused applications, stimulating rough 
prices among brokers, so that rough has 
sold on the market for from 10 to 15 per 
cent above Syndicate prices. Aggravating 
this are paradoxical conditions of labor in 
Antwerp and Amsterdam. In Antwerp, the 
Workers Association agree to work for 
three weeks of the month to insure an 
equitable distribution of work, while in 
Amsterdam, although they are working full 
time, there are not enough workers to meet 
the demand. For example, the J. R. Wood 
Cutting Plant now employs almost 15 per 
cent of all the Amsterdam cutters and in- 
asmuch as virtually none are unemployed, 
a further expansion can be made only 
by the training of apprentices. | 








Arthur W. Muller of J. R. Wood & Sons, 
Inc. (above right), shown on his recent trip 
to that firm's diamond cutting works in 
Amsterdam. Dirk von der Linde, a diamond 
grader at the plant, assists Mr. Muller in 
sorting a diamond shipment. 
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sible, and of course the diamond is to 
them an excellent means for this purpose. 
Furthermore, these extreme discrepancies 
have made the biack market flourish not 
only in commodities but in monies as well. 
Thus diamonds can be bought and sold 
in black market exchange at what would 
be very high legal prices. A further effect 
that this monetary unbalance and black 
market conditions have caused is on the 
high living costs and higher wages for 
the diamond workers.” 

All of these conditions seem likely to 
continue for an indefinite period into the 


future. 


ee ee 


Final Training for New GIA Diploma 
Ils Offered With Opening of Class C 


The first class ever offered for final 
preparation for the new GIA diploma by 
the Gemological Institute of America will 
be opened on January 5 at its Headquar- 
ters in Los Angeles. Known as Class C, 
it will continue for four weeks through 
January 30 and is open only to those 
students who have completed all gemolog- 
ical correspondence courses of the In- 
stitute, plus both Class A and Class B 
resident courses, or the equivalent of that 
preparation. 

The class will be conducted by Robert 
M. Shipley Jr., Richard T. Liddicoat, and 
Mark C. Bandy, Ph. D. Advanced gem 
identification practice will be given during 
the last two weeks of the course. The 
class will meet for five hours daily from 
Monday through Friday of each of the four 
weeks the course continues. 

During the lecture periods the course 
will cover a thorough study of advanced 
testing methods by a study of optical 
theory and optic character; spectroscopy; 
the use of graduated refractive index 
liquids for identification; streak and chem- 
ical tests; and advanced study of other 
physical properties. In the first two weeks 
the course also covers the use of X-radia- 
tion; pearl identification; photo-microg- 
raphy; and an advanced study of metals. 

Those students of gemology qualified to 
meet entrance requirements are urged to 
make immediate reservations as it is pos- 
sible to accommodate only a limited num- 
ber in a class of this calibre of advanced 
scientific study. 

Enrollment can be made direct with the 
GIA, or letters may be directed to Educa- 
tion Director Richard T.  Liddicoat, 
Gemological Institute of America, 541 S. 
Alexandria, Los Angeles 5, California, if 
further information is needed. 


as with officers of the 4] afhliated State 
associations. In addition, his counsel and 
advice will be available to retail jewelers 
in the States which do not, at present, have 
organized associations. 

Charles G. Evans, secretary of the 
ANRJA, stated that, in his opinion, Mr. 
Baily’s wide acquaintance and contacts in 
Washington would be of even greater value 
to the association than during his tenure 
of service as Washington representative. 

Mr. Baily -is chairman of the Retail Ad- 
visory Committee of the Department of 
Commerce. This committee is made up of 
the merchant president and executive head 
of each of the country’s National Retail 
Associations. He is also a member of the 
Information Committee, representing Re- 





tail Trade Associations, of the Committee 
for Economic Development. 


Wholesale Sales Decrease 12°, 


Jewelry wholesalers’ sales were 12 per 
cent lower in September, 1947, than during 
the same month of 1946, according to 
data from 179 firms throughout the New 
England, Middle Atlantic, East North Cen- 
tral, West North Central, South Atlantic, 
East South Central, West South Central, 
Mountain and Pacific Coast states. Sales 
were 18 per cent higher in September than 
during the preceding month of August. 

Comparing the first nine months of 1947 
with the corresponding period of 1946, 
jewelry wholesalers’ sales showed a de- 
crease of 2] per cent. 
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R'S LATHES 


on of fine craftsmanship 


(a) A lathe with chuck holding tail stock. Precision made to | 
meet the most exacting requirements for watch repair work and light 
manufacturing. Both head stock and tail stock spindles take regular 
WW type wire chucks. Fully nickel plated. Model H with hard steel 


bearings..... $153.25. 


Model B with bronze bearings..... $139.10 





(b) Specially designed for Modern Watchmakers. Lathe 
with rack and pinion tail stock holding same chucks as head stock. 
Makes ideal set-up for sensitive drilling, reaming, counterboring, etc. 
Otherwise identical with regular Levin lathe. Is fully nickel plated. 
$195.25 
$181.10 


ANRJA Washington Representative 
Appointed Assistant to Adelsheim * 


The American National Retail Jewelers’ 
Association recently announced the ap- 
pointment of G. Irving Baily, Washington 
representative of the association for the 
past three years, to fill the newly created 
post of executive assistant to the President. 

Mr. Baily will operate from the New 
York headquarters of the association, and 
has already assumed his new duties. He 
will spend considerable time in the field, 
in contact with jewelry merchants as well 


Model H with hard steel bearings. ...............0000 0000s 
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782 EAST PICO BOULEVARD 
LOS ANGELES 21, CALIFORNIA 


MANUFACTURERS OF WATCHMAKERS 
TOOLS SINCE 1920 
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To Start the 





New Year 


Give Your Trade 
The Newest 
and Finest in 

Settings 





@ One-piece construction— 
no solder. 


@ Modern setting created to 
enhance the size of the dia- 
mond. 


@ Each designated size can hold 
a wide range of stone sizes 
depending upon the desired 
spread — without distorting 
the fine design and shape of 
the setting. 


@ Made in sizes from 1/16 to 
| Ct. 





I MANUFACTURED ! 


AN SETTING CO. 
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AMERIC 


54 EMMETT STREET 
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UHAA Representatives Meet 
(From page 300) 


is being financed by the United Horologi- 
cal Association of America and the Na- 
tional Association of Horological Schools. 
One dollar of each application fee is to 
amortize the loans from these organiza- 
tions. 

Two dollars of each application fee are 
alloted to an advertising and publicity 
fund which will be used to tell the public 
the story, the meaning and the value of 
the UHAA Testing Laboratory and Cer- 
tification. 

The examination board felt that certifica- 
tion without attendant publicity was of no 
value and protection to the public. 





| 


Ben Heald, Milwaukee, Wisc., secretary, 
Wisconsin Board of Examiners in Watch. 
making, was elected Director of the UHAA 
Testing Laboratory and Examining Board. 

O. R. Hagans was elected Executive Sec. 
reltary-Ireasurer of the UHAA Testing 
Laboratory and Examining Board. 

Site of the testing laboratory was de. 
termined by the original resolution in Den. 
ver, Colo. Immediate steps for its estab. 
lishment are being undertaken. 

Inquiries regarding applications for ex. 
amination or further information pertain. 
ing to the program, should be directed to 
the: United Horological Association of 
America Testing Laboratory and Examin- 
ing Board, 226-228 Sixteenth St., Denver 2, 
Colo. 





Watchmaker representatives from seven states met the latter part of October in Colorado 

to formulate and adopt a nation-wide plan for the certification and examination of watch- 

makers. Shown above, they are, left to right: Harold Sabro, secretary, Board of Examiners 

in Watchmaking and Clockmaking in Oregon; O. R. Hagans, executive secretary UHAA; 

John J. Nooyen, president UHAA; Ben Heald, legal advisor UHAA; Ray Wiley, executive 

secretary, Board of Examiners in Watchmaking in lowa, and Allan Clevenger, executive editor, 
American Horologist & Jeweler. 





Reports of Canadian Jewelers 
Indicate Good Tourist Business 


Recent opinions expressed by Canadian 
jewelry retailers in many parts of Canada 
indicate that 1947 has been a “bumper” 
year for tourist business. American visitors 
have crossed the borders in droves, and 
if the present trend continues, it is ex- 
pected that the number of tourists will ex- 
ceed last year’s record by a considerable 
margin. 

According to figures issued by the 
Dominion Bureau of Statistics, there has 
been an increase of ten per cent over last 
year’s figures up to the end of July, the 
last month for which figures are available. 
Certain localities have noted increases up 
to 40 per cent, and jewelers in these sec- 
tions report tourist sales increased accord- 
ingly. 

One retailer, commenting on sales con- 
ditions in his locality, said that he had noted 
a large increase in tourist business in all 
classes of merchandise, with especial em- 
phasis on British-made goods. Another 
merchant said that flatware and hollow- 
ware were in great demand by American 
visitors, as they had been last year. Others 
report considerable volume in costume 
jewelry and diamonds. 

Generally speaking, it would appear 
that tourists from the United States are 
chiefly interested in buying British mer- 
chandise, and many retailers have in- 





dicated that if supplies had been more 
plentiful, sales would have been even 
greater. Most visitors, it is learned, take 
advantage of the merchant’s offer to ship 
purchases direct to their homes in the 
United States, thus avoiding payment of 
the retail purchase tax. 

According to the Customs Offices, bona 
fide American visitors are entitled to an 
exemption from the retail purchase tax if 
the taxable merchandise is exported by 
the retailer direct to the visitors’ homes 
in the United States. 





New Jersey Jewelry Firm Honors 
Two Veteran Employees at Party 


A party honoring two employees who 
have completed 25 years of service was 
given November 4th by the firm of William 
Harris & Sons, jewelers of Dover, N. J., 
who have been serving that community for 
the past 79 years. Edward J. Wolfe, who 
completed 25 years’ service in 1942, was 
again honored on this occasion. 

Alfred T. Harris presented William 
Mattila with a wrist watch and William C. 
Harris presented Miss Irene Tuttle with an 
aquamarine ring, in recognition of their 
faithful service. 

Rev. Hugh Miller of the Memorial Pres- 
byterian Church spoke briefly, compli- 
menting the firm and its employees on their 
integrity in all dealings and the friendly 
atmosphere which prevails at all times. 
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R, D. Hartog, Clock Manufacturer 
To Open Plant in Fall River, Mass. 


Clock manufacturing, a segment of the 
jewelry industry on which Connecticut has 
long had a corner, will soon be a part of 
the industrial picture in Fall River, Mass. 

This former cotton textile city—a 20- 
mile ride from Providence, R. I.—will be 
producing calendar clocks in the near fu- 
ture at a temporary location in the north- 
ern section of the city. 

Rudy Den Hartog of Rotterdam, Holland, 
is the man behind the new venture. He is 
the inventor of a new type calendar clock 
which he decided to produce in America. 
He selected New England as the section 
of the country in which he desired to lo- 
cate and in his search for a suitable spot 
for his venture found himself in Fall River 
about the first of November. 

His arrival came to the attention of 
Former Assessor Jose Silva, then a candi- 
date for mayor of the city. Mr. Silva looked 
him up and offered him assistance in estab- 
lishing his clock manufacturing plant in 
Fall River. 

Plans are being made to purchase the 
Osborn Mill, a former textile plant. It will 
house the clock manufacturing plant and 
other industries. 

Later the company plans to manufacture 
all types of clocks, including alarm and 
electric timepieces, and eventually wrist 
watches. 

The industry is particularly welcome to 
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Fall River because it will employ mostly 


men. It will help to strike a balance with | 


the city’s main industries, textile and nee- 
dle craft, where the employment is heavily 
on the female side. 





COMING EVENTS 


January, 1948 


3—Chicago Jewelers’ Association, 74th 
Annual Banquet, Stevens Hotel, Chicago, 
Ill. 

5-10—Pittsburgh China & Glass Show, 
William Penn Hotel, Pittsburgh, Pa. 

12-16—New York Lamp Show, Hotel 
New Yorker, New York, N. Y. 

13-16—Southeastern China, Glass and 
Gift Show, Municipal Auditorium, Atlanta, 
Ga. 

17—Twenty-Four Karat Club of the City 
of New York, Annual Banquet, Waldorf- 
Astoria Hotel, New York. 

25-27—Oregon Retail Jewelers’ Associ- 
ation, Annual Convention, Hotel Multno- 
mah, Portland, Ore. 

25-30—California Gift & Art Show, Los 
Angeles. 


February 


2-7—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 

7—Boston Jewelers’ Club, 60th Annual 
Banquet, Hotel Statler, Boston, Mass. 

2-13—Chicago Gift Show, Palmer House, 
Chicago, II. 

2-14—Gift, China, Glass and Pottery 
Market, Merchandise Mart, Chicago, IIl. 

22—Illinois Retail Jewelers’ Association, 
Annual Meeting, Springfield, II. 

22-27—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

23-27—225 Fifth Ave. Association Show, 
Hotels New Yorker and Pennsylvania, New 
York. 

23-27—New York Gift Show, Hotels New 
Yorker and Pennsylvania, New York, N. Y. 


March 


1-5—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

7-10—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

15-19—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

21-24—Oklahoma Gift & Jewelry Show, 
Hotel Biltmore, Oklahoma City, Okla. 


April 

10-12—Nebraska Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Lincoln, 
Lincoln, Neb. 

18-19—Oklahoma Retail Jewelers’ Asso- 
ciation, Annual Convention, Skirvin Hotel, 
Oklahoma City, Okla. 

18-20—Florida Retail Jewelers’ Associ- 
ation, Annual Convention, Tampa, Fla. 

25-28—California Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Bilt- 


more, Los Angeles, Calif. 


June 
18-20—United Horological Association of 
America, Annual Convention, Lord Balti- 
more Hotel, Baltimore, Md. 
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THE 
ANSWER 


crated in the 
EARTH... 
fashioned by 
MAN... 
imported by 
STERN! 








Gems, of course! Dia- 

monds and colored 
stones in all shapes 
and sizes to answer 
the needs of every 
working jeweler. Max 
Stern & Co. Inc. im- 
ports them for you 
and keeps a large 
stock at your service! 


May Storrve Co. 


IMPORTERS ry 
17-23 John Street N.Y. 7, N.Y. 
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Members of the Maiden Lane Historical Society to the number of more than one hundred 

assembled for the organization's annual dinner on Thursday, October 23, at the Warwick 

Hotel, in New York. Charles A. Parker, Secretary-Treasurer (at the microphone) handled the 

arrangements and Maurice Tishman, President, who is seated to the left of Mr. Parker, 

acted as toastmaster. Serious speeches were ruled out and the evening was given over 
entirely to fun and good fellowship. 





Employes Honor Henry Lambert 
On Twenty-Fifth Anniversary 


Henry L. Lambert, Vice-President of 
Lambert Bros., New York, was honored 
by the Lambert organization with an an- 
niversary party at the Harmonie Club, New 
York City, on the 25th anniversary of his 
joining the firm which had been founded 
by his father, the late August V. Lambert. 

Henry Lambert began his business ca- 
reer with the store on October 27, 1922. 
As he tells the story, he disembarked from 
the Holland-American line Rotterdam at 
about noon on that day and was put to 
work in the store the same afternoon. 

Be that as it may, the store personnel 
had a lot of fun with the incident during 
the course of the party which included 
cocktails, dinner, and a number of tributes 
in various forms to Mr. Lambert, includ- 


ing the presentation of a handsome clock | 


and a scroll signed by all of the employes 
of the store. Victor A. Lambert, Henry’s 
older brother, and President of Lambert 
Brothers—presided at the dinner at which 
several invited guests from the industry— 
personal friends of Mr. Lambert—joined 
with the store organization to do him 
honor. 


Members of Jewelry Division of JWV 
Attend Dinner at Waldorf-Astoria 


The Jewelry Division of the Jewish War 
Veterans of the United States held a din- 
ner at the Waldorf-Astoria Hotel Thursday 
night, October 23rd. 

Col. Charles I. Schottland, National 
Executive Director of JWV was the princi- 
pal speaker. He offered the United Na- 
tions the resources of the Jewish War 
Veterans of the U. S. for the recruitment 
of a force from among trained veterans of 
al) faiths and all nations to maintain peace 
in Palestine under the jurisdiction and di- 
rection of the United Nations. 

“An international police force respon- 
sible only to the United Nations, instead 
of British troops who represent one of the 
disputant parties, can put an effective halt 
to the unnecessary disturbances in the 





| 





Holy Land and can enforce the decisions 
of the U. N. for a peaceful settlement of 
the Palestine problem.” Col. Schottland 
declared. 

Col. Schottland was on Gen. Eisen- 
hower’s staff as Chief of a section of the 
Displaced Persons Branch in charge of 
planning for the care of 6,500,000 D. P.’s 
uncovered by the American and British 
Armies in the western zone of Germany. 
He was decorated by the Governments of 
France, Czechoslavakia and Poland for his 
outstanding services in connection with the 
repatriation of the nationals of those coun- 
tries. 

The JWV _ represents 600,000 Jewish 
Veterans of World War II and 200,000 who 
fought in World War I. 

Jacob Podel was toastmaster. Other 
speakers included Col. Harry D. Henshel 
and Herman Lehman. Miss Ruth Kobart, 


concert singer, appeared on the program. 





Watch Material Distributors Ass'n 
Will Hold Conference in January 


The Watch Material Distributors Asso- 
ciation of America, according to William 
Kilb, president, will hold its next confer- 
ence in New York City, January 24, 25 and 
26, 1948, at the Commodore Hotel. 

The conference program is under the 
direction of the Board of Directors. Im- 
portant speakers are being scheduled. 
Several panel discussions are being ar- 
ranged on subjects of vital interest to watch 
material distributors. 

A large crowd is expected to attend the 
conference next January as members of the 
industry were “sounded out” before plans 
for the conference were approved by the 
board of directors. A large number of the 
industry expressed interest in meeting next 
January in New York. 





Sparkes Moves to New York 


Sparkes Manufacturing Co., manufactur- 
ers of 14 karat gold faceted jewelry, for- 
merly of Newark, N. J., are now located 
in their more convenient and modern quar- 


ters at 40 John St., New York. 
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q Herman Hamburger of H. Hamburger 
Co., Inc., 22 West 48 St., New York, sailed 
November 26th on the Suan Mary on a 
buying trip to Europe. He intends to visit 
the diamond markets of Holland and Bel- 
gium. 

4 Operation of the Bulova Watch Co. in 
Saranac Lake, N. Y., has been suspended, 
pending the completion of plans for a 
larger permanent industrial project there, 
it was announced by Stanley Simon, direc- 
tor of personnel and employment at the 
plant. Mr. Simon, who announced the 
company’s plans at a meeting of the cham- 
ber of commerce, emphasized that the 
present suspension of operations does not 
terminate the project. 

q Ralph Salti of La Fortuna Jewelry, ex- 
porters of watches, diamonds, jewelry, sil- 
verware and clocks, recently announced the 
opening of his office at 136 William St., 
New York. At present the firm is export- 
ing to the Far East. Mr. Salti’s father was 
in the jewelry business in the Philippines 
for 37 years. He is now retired and living 


in New York. 
4 The Syracuse Herald-Journal paid 
tribute to Arthur B. Frost, Syracuse 


jeweler, on the occasion of his 64th birth- 
day. The paper said Mr. Frost “is one of 
the city’s best known jewelers and _ his 
store in the Hotel Onondaga might be 
considered a landmark since he has been 
located there for 24 years.” He is a former 
president of the Syracuse Kiwanis Club. 

q The opening of a resident buying office 
for retail jewelry stores at 11 West 42 St., 
New York, was recently announced by 
Sidney Kosch. 
which Mr. Kosch is representing are: 
Kosch & Gray, Inc., Spartanburg, S. C.; 
Lee’s Jewelers, Inc., Asheville, N. C.; Mor- 
ris Jewelry Co., Inc., Gastonia, N. C., and 
Nelson Page, Inc., Charlotte, N. C. He is 
treasurer and a member of the board of 
directors in each of the above mentioned 
firms. 

q Rudolph’s Jewelry, South Pearl and 
State Sts., Albany, N. Y., has opened a 
new record department, featuring a com- 
plete stock of modern and classical records. 
The department has private audition rooms 
which are air conditioned. Miss Sophie 
Belotte is manager of the new department. 
A package of needles was given by the 
store with each purchase on opening day. 
q Mell and Tanny Lasner, sons of Tanny 
Lasner, owner of Lasner Jewelry Corp., 
wholesalers, 65 Naussau St., New York, 
have joined the sales force of their father’s 
organization. They will cover metropolitan 
New York for the firm. Mell recently re- 
turned from the U. S. Army Air Force. 

q Russell & O’Brien, Binghamton, N. Y., 
has been modernized and remodeled under 
direction of the new owner, George W. 
Joseph. The jewelry store has been in 
operation for 42 years. 

q The second meeting of the Fall season of 
the New York Chapter, American Gem So- 
ciety, took place on October 21, 1947, at 
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the offices of J. R. Wood & Sons, 216 East 
45 St., New York. Dr. Ralph J. Holmes 
gave a talk on artificial gem substitutes 
and synthetics. He helped illustrate his 
talk with numerous examples including 
some old constructed rubies rarely seen in 
the trade. 

q A business name has been filed in the 
county clerk’s office for Lenann Budget 
Jewelry, 70 St. James Pl., Buffalo, by Alvin 
M. Kantor. 

q A certificate of partnership has been filed 
in the county clerk’s office for the Orlando 
Jewelry Mfg. Co., 52 West Chippewa St., 
Buffalo. Partners are Salvatore J., Domi- 
nic and Joseph T. Orlando. 





Association to Meet in Conjunction 
With New York Gift Show in February 


At a recent meeting of the Board of 
Directors of the 225 Fifth Ave. Association, 
Inc., at that address in New York, it was 
unanimously decided to abandon the usual 
Pre-Season Market Week in favor of hold- 
ing a regular market week at the same 
time as the New York Gift Show at the 
Hotels New Yorker and Pennsylvania, from 
February 23 to 27, 1948. 

The success of the last show, timed to 
coincide with the New York Gift Show, 
led the members to believe that this policy 
is by far the best method of exploiting 
the Gift & Art Center Building where the 
members are now located. 

Following the precedent established at 
this show week, a registration desk will 
be provided and the names of arriving 
buyers will be circulated daily to mem- 
bers. The association has made tentative 
plans to hold their annual election of 
officers at a dinner to be held in a nearby 
hotel early this month. 





Two N. Y. Retail Jewelry Firms 
Awarded BBB Founders Certificates 


Two New York retail jewelry firms— 
Finlay-Straus, Inc., and Tiffany & Co.— 
were among the 58 business concerns 
honored with awards of Founder’s Cer- 
tificates of the Better Business Bureau of 
New York City, at a recent luncheon held 
at the Waldorf-Astoria in commemoration 
of the 25th anniversary of the Better Busi- 
ness Bureau. 

The 58 were the original charter mem- 
bers of the New York Bureau which from 
the beginning and through the intervening 
years have cooperated with and supported 
the effort for truth in advertising and clean 
selling. 

The standards set up by the Better 
Business Bureau are universally given 
much of the credit for the present-day high 
level of advertising and selling standards 
which today justifies the public’s confi- 
dence in business and a large share of this 
credit rightfully belongs to the pioneers 
who blazed the trail for the establishment 
of such a body. 
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Crystal star-sapphires and rubies, Alexan- 
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DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % te 
7 points, for emblems, wedding rings, 
side stones, etc. 

Swiss cut diamonds, from $ to 15 
pointers for all kinds of jewelry. 

Full cut diamonds;, in small stones 
from 3 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 
for fine jewe 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
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New York 19, N. Y. 
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ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency 
ETERNA WATCH COMPANY 
OF AMERICA, INC. 





580 Fifth Ave., N. Y. Bryant 9-8660-8689 
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Honor R. T. Dieges With Dinner 1908, the firm’s name was changed to Aj. 
On His 40th Anniversary With Firm pheus L. Brown Co. In 1946 the firm was 
incorporated and is now known as Alpheys 
L. Brown, Inc. 

Throughout the years Mr. Brown has 


To honor him on the completion of 40 
years of service to that corporation, a 
dinner was tendered Robert T. Dieges, . . . 
vice-president and chairman of the board Geen geneinent in Ge reer association 
of Dieges & Clust, manufacturers of spe- and club work. At present he is an honorary 
cialty jewelry, 17 John St., New York, on member of the 24 Karat Club of the City 
Wednesday, October 29, 1947. of New York having served as president 

The dinner was held at the Hotel Narra- ° =~ p> geomet . and = — 

ansett in Providen i 3 weed cro Sak See oe ee 
TAG & STAMPING CO. oe ended by 132 ieslee pot Soong be president of the Jewelers Security Alliance 

‘ having held office from 1924 to 1928 and 


presented a beautiful painting of a N ‘ lb 
CELLULOID England scene to Mr. Dieges ‘ He in was a director of that organization Sieg 
; 1903 to 1934. From 1917 to 1943 Mr. 





PARCHMENT, ETC. received a sterling silver tray embodying 
: the facsimile signature of 72 employees Brown served > Seen « the Jewelers 
f th Vigilance Committee and in 1940 he wa: 
Sead dopsianeiae of the sales and office staff. - © the Maiden L oan 
Mr. Dieges started with the company Sante ent of the Maiden Lane [Historical 
599 senbnew<t when he was 15 years old. He has been see 
7. connected with the factory from the be- : 
NEWARK 2.N. J ginning, and at present is in complete Taus School of Watchmaking 
oo charge of manufacturing. To Hold Graduation Exercises 





The Taus School of Watchmaking, Inc., 
35 West 64 St., New York, will celebrate 
the occasion of its first graduation with ap- 
propriate exercises, banquet and dance on 
Sunday evening, December 14, 1947, at the 
Hotel Empire in New York. 

Operating under the supervisory eye of 
Teddy Taus, founder and director, the Taus 
School has devoted itself to the education 
of horologically-minded men. A thorough, 
well grounded student has been developed 
through the medium of an absorbing curric- 
ulum, painstakingly prepared by veteran 
teachers of this fascinating profession. 

Guest speaker of the evening will be 








ENCRUSTERS 


Stone Engravers 
Ruby & Onyx (AN 
Drilling “XB 
Special Orders 
Braunfeld & Mehiman 


























108 Fulton St., New York 7, N. Y. iin tees a et ai Fred V. Cole, editor of the JEwEters’ Cir- 
ol. Charles J. Dieges (above right), who | curarer-KeysToNE. Prominet guests who 
only three days before celebrated his 82nd tote 
birthday, congratulates his son, Robert T. have been invited to attend are General 
Dieges, at a dinner held on October 29th Omar N. Bradley, Administrator of Veter- 
in Providence. The occasion was the comple- ans Administration; William A. Gillchrist, 
tion of Bob's 40th year with Dieges & Clust, Director Vocational Rehalilitation and Edu- 
the dinner being held in his honor. cation Service of Branch Office No. 2, and 





A. Caryl Bigelow, Chief, Vocational Re- 
habilitation and Education Division, New 


A. L. Brown Celebrates Anniversary, 
York Regional Office. 


eContracts © Receipt Books, etc. Entered Jewelry Trade 70 Years Ago 


Samples Sent FREE js sas apr a 

nh enviapie record oO years in the ’ . 4 . 

EET REE | jewelry trade is one which Alpheus L. | Odell’s Co-partnership Is Sold; 
Former Owner Remains With Firm 


Brown, watch wholesaler at 15 Maiden 











Lane, New York, can well be proud of. Odell Jewelers, Inc., Quincy, an Illinois 

INTRODUCING — | ne cme me A a os Brown mans co-partnership, has been purchased by 
8 the jewelry field when he went to wor Henry S. Larsen, Linton, Ind., and Louis 

GEM STONE DRiiLERS for Wheeler, Parson & Hayes. In 1888 Frank Johnson and Mary Albertine John- 


71 Nassaw $?.—CO 7-337 ’ 
93 Nassau $?.—BE sence the firm’s name was changed to Hayden son, Terre Haute, Ind. The new owners 
New York 7, N. Y. assumed charge of the business on October 


11 and will continue to conduct the busi- 


Encrusting for drilling acc'ts only. ae yee 
ness unaer e firm name oO e1is. 











LOWER PRICES 
BETTER We Do GOLD, SILVER, PLATINUM and 
RODIUM-PLATING at Low Prices 
ALL WORK PROMPT ATTENTION 


GUARANTEED TO MAIL ORDERS 


WORKMANSHIP 

VICKER SERVICE 
! have REVISED WAYS AND MEANS enabling me 
Gabel WORK a's REDUCTION atone wean 
With Quicker Gevetes and Better’ Werkmonstte? ALPHEUS L. BROWN 
Package.’’ 




















cee en Ma. 5. STERN H. HERSHMAN (oooh on 
rpeivins an F nc he g 5 aca ane ba 71 asin St. Tel. CO 1-463 ten York 
| WATCH MATERIALS — yaa <p), THE CAPITAL 
Parts for all makes 
Swiss & American watches W. Wheeler & Co. and Mr. Brown con- INITIAL i ING 
Me cigs alana tinued in the firm’s employ until 1895. Fully pretected by 
= On February 1, 1895, he entered into ven eg- ni tind poe s 





DEAN WATCH COMPANY a partnership known as Avery, Avery & 


116 Ne St. 
as a are Cee Brown. Upon the death of Mr. Avery in 


CAPITALMFG.CO,!8,¥. 47m 98 
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Reduce Tariff Rates on Imports of Jewelry; 
Expanding Markets in Foreign Fields Possible 


An increased flow of gems and related 
materials into this country with the possi- 
bility of an expanding market in the for- 
eign field for American jewelry manufac- 
turers is visioned as a result of the two- 
way agreements made by the 23 participat- 
ing nations at the recent Geneva World 
Trade Conference. 

Summaries of the trade agreements af- 
fecting the jewelry industry reveal that 
concessions and bindings, made and re- 
ceived, involve a foreign trade estimated 
in 1946 at roughly $175 million. 

While it is apparent that more conces- 
sions and bindings were granted by this 
nation than it received, all concessions 
and preferences contained in the trade 
agreements are adequately safeguarded, 
the State Department states. Provisions 
permit suspension in whole or in part 
of any specific concession should it cause 
or threaten any injury to domestic pro- 
duction. Countries affected by any such 
suspension are permitted, under the 
Geneva agreement, to withdraw or suspend 
equivalent concessions. 

Under the new agreements, Canada re- 
duced the rate on jewelry from the ex- 
isting 35 per cent to 32% per cent ad 
valorem (a rather meaningless concession 
as far as the United States is concerned 
since Canada has now banned all imports 
of jewelry from dollar countries. Ed.) and 
lowered the British preferential from 25 
per cent to 22% per cent. United States 
jewelry exports to Canada in 1946 were 
estimated at about $3% million. Glass- 
ware duties in general were reduced from 
2742 per cent to 22% per cent while 
camera film rates were lowered from 25 per 
cent to 15 per cent. 

Tariff reductions on imported jewelry, 
precious stones and similar items also were 
granted by the United Kingdom and Chile. 
Reduced rates.on alarm clocks were ob- 
tained from England, Union of South 
Africa, and India and Pakistan. The lat- 
ter also reduced tariffs on optical instru- 
ments from 30 per cent to 20 per cent ad 
valorem. 


U.S. MAKES CONCESSIONS 

Much broader concessions were made by 
the United States. It reduced the rate on 
jewelry and related articles of gold and 
platinum from 60 per cent to 40 per cent 
ad valorem. On items other than of gold 
and platinum, the previous rate under the 
1936 trade agreement with France had 
been set at 110 per cent for goods valued 
at $5 per dozen or less and at 65 per cent 
for items of higher value. In the 1942 
agreement with Mexico, rates on both 
classifications of medium and low-priced 
jewelry were reduced to 55 per cent, the 
United States reserving the right to with- 
draw the rate on termination of the war. 

The United States has now agreed to 
freeze this rate on both categories; how- 
ever, the right is reserved to increase the 
rate on items valued at up to $5 per dozen 
at the expiration of the emergency if so 
desired. 


FOR DECEMBER, 1947 


With respect to related metal articles 
other than of gold and platinum and valued 
at $5 per dozen or less, the rate on cigar- 
ette and vanity cases has been reduced 
from 110 per cent to 60 per cent, while the 
rate on buckles, rhinestone bags, and col- 
lar, cuff and dress buttons has been re- 
duced to 55 per cent; the rate on most 
articles made of other than gold or plat- 
inum has been lowered from 65 per cent 
to 45 per cent. 

Tariff rates on cut diamonds used as 
gem stones in manufacture of jewelry re- 
main at 10 per cent for all countries ex- 
cept Cuba; the latter’s rate will continue 
at the present 8 per cent. Natural pearls, 
emeralds and other gem stones, except tur- 
quois, were lowered from the existing 10 
per cent rate to 5 per cent; turquoise, 
already with a rate of 5 per cent, was 
frozen at that level. As for imitation gem 
and semi-precious stones, cut or faceted, 
the rate was reduced from 20 per cent to 
10 per cent ad valorem; types other than 
cut or faceted were reduced from 60 per 
cent to 30 per cent. 

The existing 324% per cent ad valorem 
rate on sterling silver tableware and mis- 
cellaneous silver manufactures was frozen. 

(Please turn to page 316) ) 








CAN YOU ENGRAVE THEM 


IN 20 MINUTES? 








KASSOY 


Largest Diamond 


Jewelers Supply 
Office in the World 


I. KASSOY INC. 


7 West 45th St. New York 19, N. Y. 




















The 
Talk 


of the 
Town 


! The whole town's buzzing 
about the current values at 
Che Gouse of Tobert. Shipment 
after shipment from England 
and the Continent have been 
arriving at the lowest prices 
in years. The entire House of 
} Gobert building is bristling 
with select pieces of antique 
and modern silver, Victorian 
plate, Sheffield reproductions, 
bric-a-brac and other objects 
of art at prices slashed from 
29% to 50%. 











Old Sheffield Plate-candelabra en 
suite comprising 4 sticks and pair 
of candelabra. Made by Matthew 
Boulton, Sheffield, England — circa 
1820. 


ij We are importers for the trade. 
* Antique English Silver 

* Old Sheffield Plate 

| * Victorian Plate 


| * Sheffield Reproductions 
Produced in our English 
Factories 


¢ Bric-a-Brac 
¢ China « Glassware 
* Objects d'Art 


(x) (T) (ae 


Symbol of authentic Sheffiald 
reproductions made from 
our original antique dies. 


L. TOBERT €0., Inc. 
122 West 55 St.,N. Y.C. 


Circle 7-2430-| 


Correspondence Invited 
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London Letter 


The obscure position of import licenses 
at the moment seems to be partly respon- 
sible for the great scarcity of small goods 
in the diamond market at reasonable 
prices for the home trade. Having ex- 
hausted their last quarter’s quota at end 
of September diamond importers have as 
yet received no new licenses from the 
Board of Trade and cannot even obtain 
any information as to when they are likely 
to do so. 

Discussing this position a member of 
Baekes & Strauss, the Holborn Viaduct 
diamond merchants, says: “Naturally, 
merchants have been deterred from releas- 
ing any of their shrunken stocks for the 
market here, except at exorbitant prices; 
many of them, in fact, are refraining from 
selling altogether, except for export. 

“It surely is a sign of the times when 
one of our customers (having been in- 
formed of the approaching visit of one of 
our representatives) writes to use as fol- 
lows: ‘We are interested to note that you 
ask us to reserve you a good line... we 
think, under present circumstances, we 
should ask you to reserve us some good 
lines. .. . That, today, typifies the state of 
trade. There are practically no goods on 
the market. Any modern pieces of second- 
hand jewelry that still are available have 
risen steeply in value during the past few 
weeks, and if prices can be assessed on 
the result of the two recent big London 
auctions, they will rise even higher. Loose 
diamonds, especially of two carats upward, 
are much in demand. Recent press stories 
on the urge to buy diamonds for invest- 
ment purposes are undoubtedly true; 
stones, either mounted or loose, are snap- 
ped up at greatly enhanced prices as soon 
as they are shown.” 


RESTORE CROWN JEWELS 


Some 20,000,000 pounds sterling worth 
of Crown jewels jogged home to their dis- 
play site at the Tower of London in a 
plain van under armed police escort the 
other day. The jewels were moved for 
safety out to Windsor Castle during the 
war years and were brought back to the 
metropolis last year for cleaning and over- 
hauling. It was assumed they were kept 
during that period in the vaults at the 
Bank of England. The van that returned 
them to their natural home at the Tower 
loaded up the boxes of State gems, how- 
ever, at Garrard’s Crown jewelers and 
goldsmiths, established 1721, in Grafton 
Street, west-London. There were nearly 20 
boxes, and plainclothes men supervised 
their transition from the jewelry vaults to 
the street van. Five Scotland Yard men 
sat in the police car that followed the van 
through London from west to east, and 
five more sat on the jewel boxes in the 
van. No one looked twice at the van and 
its load—it might have been fish—and the 
80 million dollars’ worth of State regalia 
passed on into the Tower alongside old 
Father Thames without incident. 

It was estimated at the October jewel 
sales at Christie’s that gem prices are now 
30 per cent higher than they were last 








season. The day’s sales on October 15 
realized nearly $160,000. Nine separate 
lots fetched more than $4,000 each. A 
ring featuring two pear-shaped diamonds 
sold for $8,000, and a similar sum was 
paid for a string of 153 pearls. A diamond 
spray brooch realized just under this sum. 
A diamond necklace, a diamond brooch 
and a diamond bracelet between them 
went for $16,500. 

The British Clock Manufacturers Indus. 
trial and Export Group says the U.K. js 
now turning out 1,500 watches weekly. 
Wrist watches made here, and now on the 
London market, are priced at three pounds 
sterling ($12) including purchase tax. 
Prewar, hardly any watches were made 
in Britain owing to the subsidized com- 
petition from Germany and Switzerland. 
U.K. importations were five million clocks 
and eight million watches annually. Soon 
it is hoped here that British newly-estab- 
lished watch and clock factories will be 
able to supply the home market and have 
a large surplus for export. Clock imports 
into the U.K. are now down to 600,000 a 
year, and current clock production here 
now reaches three million for the year. 

When Queen Mary visited the 1947 
British Industries Fair a new plastic 
cigarette case in light pastel shades at- 
tracted her attention and she _ bought 
three. her choice in color being peach and 











— 





REPAIRING OF JEWELRY 


GOLD AND PLATINUM 
SPECIAL ORDERS 
DIAMOND & STONE SETTINGS 


All Missing Parts Supplied 
At Prevailing Market Prices 


BROWN & FINKLER 
1947 Broadway, New York 23, N. Y. 














Sizes from 1-64 always 
in stock. In half sizes 
from 1-10. None genu- 
ine unless stamped 
JE VIN on face. Stocked 
by all leading material 
dealers. 


TF?’ ae $7.80 
ae $7.20 
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blue. These novelties are now being dis- 
tributed for the Christmas trade for re- 
tail at around $1 each. The material is 
cellulose acetate and the case is molded 
in two parts (at the Bedfordshire factory ) 
with a two-impression mold, an undercut 
effecting a spring-like closure due to the 
flexibility of the material. The case is 
uted to hold 10 cigarets. Darker shades 
are available for men smokers, and the 
selling price includes government pur- 


chase tax. 


———— 


Jeweler Celebrates 50th Anniversary 


The firm of S. M. Nathan, Inc., jewel- 
ers of 47 Main St., Fitchburg, Mass., re- 
cently celebrated the 50th anniversary of 
the store’s founding. 

In 1897 Sylvester M. Nathan and A. M. 
Remington, using trophies they had won 
in athletic races throughout New England 
as collateral for financing their business 
venture, opened a jewelry store at 177 
Main St., Fitchburg. The store was moved 
in 1900 and shortly afterwards Mr. Rem- 
ington left the firm. In 1909 the firm 
moved again to its present location where 
it has now been for 38 years. 

Sylvester M. Nathan, treasurer of the 
firm, is still to be found daily in his office 
although the active management of the 
concern is now in the hands of Douglas E. 
Nathan, his son. 


Samelius Discusses Repair Problems 
At Watchmakers Monthly Meeting 
The Capitol City Horological Guild, Des 


Moines, Iowa, held their regular monthly 
meeting on Sunday, October 5th at 
Bishop’s Cafeteria. The meeting was divi- 
ded into two sessions, afternoon and eve- 
ning. 

William H. Samelius, who is one of the 
foremost educators in the horological field 
and who has been Dean of the Elgin 
Watchmakers College for the past 26 years, 
delivered two lectures and used slides to 
illustrate various repair problems. Slides 
were also used to show actual photos of 
approximately 50 different historical es- 
capement models, all made by Mr. Same- 
lius himself which are in actual operation 
daily and are on display in the Museum 
of Science and Industry, Chicago, II. 

Mr. Samelius has a rare and famous col- 
lection of clocks and antique watches, most 
of which are in perfect operating condition. 
He owns about 200 old and rare time- 
pieces. Mr. Samelius is held in high es- 
teem by watchmaker guilds and associa- 
tions throughout the United States and he 
holds gold and silver honorary life mem- 
bership cards, presented by admiring 
friends and colleagues and most state 
horological associations. His father, Knute 
William Samelius, was made a Doctor of 
Horology in 1868, by Royal proclamation 
of the King of Sweden. 

The meeting was attended by a large 
number of watchmakers from all over the 
State of Iowa as well as local members. 
All present expressed their admiration of 
Mr. Samelius and were pleased to meet 
him in person and hear his lectures. 
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GERTIE THE GIRDLER 





Fee Fee TM ee te 

Proof of the fact that girdle makers are 

living off the fat of the land is this picture 

showing a woman girdling a diamond. In 

our opinion, it seems the girdler needs the 
girdle more than the diamond does. 





Two Oregon Watchmakers Fined 
For Operating Without License 


Lewis Roberts and Ted Curtis, both of 
Baker, Ore., have been fined $100 each by 
a Justice of the Peace court after pleading 
guilty to engaging in watchmaking with- 
out being registered watchmakers, as re- 
quired by the Oregon watchmaker licensing 
law. 

Roberts and Curtis were arrested Octo- 
ber 21 by deputy sheriff Fred Thom on 
Baker county warrants and were fined by 
justice of the peace Will Nordean. 
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Earrings in various patterns in 14 ET 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sises; Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum a Enam- 
el Nowelties, tnciudin 
Vanity, Cigaraette and C 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.., Ine. 
Manufacturers 
64 West 48th Street 
New York 








The Gift of the Year.:.and the Years to come 


THE NEW BINOCULARS 





FOR TOWN ... 
Sard Theatre Binoculars 32 x 15 


Fine prismatic glasses designed for the 
theatre—powerful, yet feather-light and 
very small, Exquisite finish, with silver 
inlay. Fine gift case and smart leather 
carrying case. Lists at $150 plus tax. 





















— my, OF handbag. Lists at $165 plus tax. 


These Sard glasses are the newest and finest in binoculars 
...a gift to be cherished for years to come. They are made 
by Square D Company's Kollsman Instrument Division, 
designers of precision optical instruments for aviation. 
They offer an important new merchandising opportunity 


ee of the finest conventional types. Take 
















AND COUNTRY! 
Sard Sportsman 6 x 20 Binoculars 
Full 6-power binoculars of wide field, 
yet only 14 the weight and \ the size 






it with you anywhere. Slip into pocket 








to the jeweler. Write for complete information. 
SQUARE UD COMPANY Kollsman Instrument Div., 80-38 45th Ave., Elmhurst, N. Y. 
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REPAIRS and PLATING 
in GOLD and SILVER 


29 Years of Continuous 
Service to the Trade 





( Before) 


Highest 


Quality 
Workmanship 











HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 
Special Order Work 


WILLIAM HERTEL & €0., INC. 


Mastercraftsmen—Sliiversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 














Reduce Import Rates on Jewelry 


(From page 313) 


On tableware plated with silver on nickel 
silver or copper, which comprises the bulk 
of dutiable silverware, the ad valorem rate 
was reduced from 35 per cent to 25 .per 
cent; on similar articles plated on other 
bases, the rate is lowered from 50 per cent 
to 35 per cent. 

On articles other than tableware which 
are plated with silver on nickel silver or 
copper, the rate has been reduced from 
35 per cent to 25 per cent and on similar 
silver-plated articles on other bases, from 
00 per cent to 35 per cent. 

Decorated bone china tableware rates 
were lowered from 45 per cent ad valorem 
to 35 per cent but a floor was established 
at not less than 5 cents a dozen and 
30 per cent ad valorem; the rate on un- 
decorated bone was lowered from 40 per 
cent to 30 per cent but not less than five 
cents a dozen and 25 per cent ad valorem. 
On decorated household china tableware, 
other than bone, the reduction was from 
ten cents per dozen plus 70 per cent ad 
valorem to ten cents plus 70 per cent 
on medium priced ware and to ten cents 
plus 35 per cent on higher priced ware. 

On art bone chinaware duties were re- 
duced from 45 per cent to 25 per cent on 
decorated ware and from 40 per cent to 
25 per cent on undecorated. Duties on 
this class of chinaware, other than bone, 
were reduced as follows: decorated ware, 
from 70 per cent to 50 cents per dozen 
pieces but not less than 45 per cent nor 
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more than 70 per cent ad valorem; yp. 
decorated, from 60 per cent to 40 cents 
per dozen but not less than 40 per cent nop 
more than 60 per cent ad valorem, 

Tariffs on decorated earthenware plates, 
cups and saucers, valued at certain min- 
imums, was reduced from 10 cents per 
dozen plus 30 per cent ad valorem to 19 
cents plus 20 per cent; the minimum rates 
are 25 per cent above the minimum values 
to which the previous rates applied. The 
duty on other decorated earthenware table 
and kitchen articles valued at not less than 
$2 per dozen was reduced from 10 cents 
per dozen plus 50 per cent ad valorem to 
10 cents plus 25 per cent. 

In the new agreements, the rate of duty, 
with minor exceptions, on blown or decor: 
ated table and art glassware were reduced 
approximately 20 per cent. The new rate 
is 50 cents per article but not more than 
50 per cent nor less than 30 per cent ad 
valorem. On such glassware the duty 
was previously 45 per cent if cut or en- 
graved and valued at $1 or more, and 60 
per cent otherwise. 

While exchange shortages may delay 
the full effect of the 23-nation agreement 
concluded at Geneva on October 30, the 
State Department believes that the rules 
of international trade conduct and reduc- 
tion of tariffs agreed to by the participat- 
ing countries will eventually result in 
lower prices for imported commodities and 
freer access to world markets for American 
firms. 

Regarded as the most comprehensive 
international instrument ever negotiated 
for the reduction of barriers to world trade 
in regard to the scope of its provisions and 
to the volume of trade which they effect, 
the agreement will be put into effect pro- 
visionally on Jan. 1, 1948, by Australia, 
the Belgium-Netherlands-Luxemburg Cus- 
toms Union, Canada, France, the United 
Kingdom, and the United States, and by 
the other participating countries as soon 
as practicable. This must be done by 
June 30, 1948. Any nation may withdraw 
from the agreement, upon giving six 
months written notice, at any time after 
Jan. 1, 1951. 

Each participating country agrees to 
grant to the other parties to the agreement 
the reductions or bindings of tariff-treat- 
ment specified in the scheduled of tariff 
concessions, and to observe the rules laid 
down in the general provisions in its com- 
mercial relations. Generally, concessions 
granted by the United States will not be 
limited to the 23 participating nations, but 
will apply to all American foreign trade 
under the most-favored-nation clause. 





Jeweler Opens After Remodeling 


The newly remodeled and streamlined 
Herbert B. Christensen, Inc., jewelry store 
at St. Paul, Minn., recently opened for 
business. Located at the same address for 
the last 25 years, the store’s recent face 
lifting included a modernistic front and a 
completely renovated interior. 

The firm’s optical department has two 
new eye refracting rooms. A _ workshop 
provides for jewelry repair and handling 
of special orders. 
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Dinner Dance of 24K Club Highly Successful 


Atfair 





SNS 


More than a thousand members of the Jewelers 24 Karat Club of Southern California and 

their quests enjoyed an evening of fun and good fellowship at the second annual dinner 

dance of that organization held on Monday evening, November 3rd at the Biltmore Hotel 
in Los Angeles. 


A capacity crowd of more than a thou- 
sand members and guests attended the 
second annual dinner dance of the Jewelers 
94 Karat Club of Southern California held 
on Monday evening, Nov. 3 at the Biltmore 
Hotel in Los Angeles. Herman Siegel, sec- 
retary of the organization, was in charge 
of this highly successful affair held to cele- 
brate the second anniversary of the club’s 
inception. 

Acting as master of ceremonies, Presi- 
dent Max Strasburg presented past presi- 
dent Ben Shapiro with a gold money clip 
which bore Mr. Shapiro’s engraved signa- 
ture. 

In his message to members, Mr. Sha- 
piro said: “We jewelers can indeed feel 
proud that we have during this period, 
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when disunity rather than unity seems to 
be the order of the day, succeeded in form- 
ing and keeping alive such a grand organi- 
zation which not only enables the member 
jewelers to effectively and intelligently dis- 
cuss and deal with common problems af- 
fecting our industry, but which also has 
been instrumental in the formation and 
maintenance of a warm feeling of friend- 
ship among the members.” 

Highly praised by the president for their 
valuable work were Nate Baranov, who 
originated the idea of the club, and Her- 
man Siegel. 

A Benrus Embraceable wrist watch was 
presented to each lady accompanied by a 
club member. Appropriately enough, Penny 
Edwards, Warner Bros. star, seizing upon 
this, sang “Embraceable You.” Other ladies 
were given a gold fountain lipstick brush, 
while all men received a simulated pearl 
stick pin. 

Officers of the club are: Max Strasburg, 
president; Walter D. Dorrer, vice-presi- 
dent; Herman Siegel, secretary; I. Behr- 
stock, treasurer; Arthur P. Care, honorary 
life member; Ben Shapiro, past president; 
Nate Baranov, honorary member. On the 
board of directors are B. G. Anderson, 
James A. Apffel, I. Behrstock, Sam Behr- 
stock, Walter B. Dorrer, Joseph Korsen, 
Jules Lindenbaum, Arthur Michael, Harry 
Prezant, Herman Siegel, Max Strasburg, 
Robert Thorne. 

The organization now has 150 selected 
members in the jewelry industry of South- 
ern California, with nearly as many more 
on the waiting list. 





Former Kansas Jeweler and Son 
Buy Jewelry Store in Colorado 


Earl E. Gorsline, Sr., and his son, re- 
cently purchased the Steinberg Jewelry 
Store at Salida, Colo. The new owners 
will continue to handle the same line of 
merchandise sold by the former proprietor. 
The Steinberg store has been the leading 
store in that area of Colorado for the 
past 25 years. 

Mr. Gorsline, Sr., was formerly in busi- 
ness at Dodge City, Kan., but sold that 
store two years ago last August and moved 
to Colorado Springs with the intention of 
settling down in retirement. He has pur- 
chased a home at Salida and will move 
to that city soon. 
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F stn : N ORW AY 
GENEVA 
PARIS 
*Maker of European Crown Jewelry* 
Any handmade Jewelry & Watchcase q Out in an intensive campaign, with red q Mrs. Gwendolyn Clough, daughter of 
Platinum—Gold—Palladium. feathers in their caps, solicitors represent- the late Alice E. Galvin, has taken over 
** VW odelmaker ing the jewelry trade in the Greater Bos- the quarters of her mother, 705 Jewelers 
** Vanufacturer ton Community Fund (Red Feather) 1948 Building, temporarily, until the estate js 
** Repairs campaign, expected to top their respective settled. 
New York City 17 | Waterbury 85, Conn. quotas in both the retail and wholesale & Colmes Brothers have purchased the 
Gr. Ct. St. Box 847 Box 136 fields. One of the big gifts came from the William F. Brown, Pawnbroker and Jeweler 
Waltham Watch Employees Charitable business on Andrew St., Lynn, and will 
Fund. The donation of $10,000 to the cam- operate it. 
paign was announced by Walter Cenerazzo, q Elliott Lansky, with Uncle Sam’s Navy 
FINE STERLING President of the Independent Watch Mak- for the past six years, has joined his father, 
HOLLOWWARE ers Union of America, and was 44 per cent J. M. Lansky, 903 Jewelers Building, both 
and over last year’s Community Fund subscrip- selling diamonds and watches and doing 
0g AUTHENTIC ANTIQUE tion. All employees of the Waltham Watch watch repairing. 
REPRODUCTIONS Co. gave a day’s pay. Meantime, in Bos- q Sidney Fisher and Brother, 906 Jewelers 
72 K STREET ton, the campaign among retail jewelry Building, have added a retail line of L. C. 
BOSTON, MASS. stores was headed by Winton P. Simmons Smith-Corona portable typewriters to their 
of the John Kennard Co. as Group Chair- stock of jewelry. Miss Alice Fisher, sister 
man. He was assisted by Vice-Chairmen: of Sidney and Samuel, was married on Oct. 
Samuel Tyack of Shreve, Crump & Low 26 to William Lieber of Lee Jewelry Co., 
Co.; Benjamin White of Smith-Patterson Hyde Park, Mass., making their home in 
Co.; and Harold Partridge of Trefry & Dorchester. 
Partridge, Inc. Miss Grace Greenwood of q Mrs. Rose Marshall, head bookkeeper 
the John Kennard Co. was Group Secre- with the Travis, Farber Co., 909 Jewelers 
tary. Quota for the retailers was set at Building, was the recipient of a beautiful 
$11,688. For the wholesalers, the quota sunburst diamond brooch on the occasion 
was $4,700, and Group Chairman of this of her 32nd birthday recently. 
section was John F. McNamara of the q The City of Greenfield, Mass., under the 
E. H. Saxton Co. He was assisted by Vice- guidance of its Chamber of Commerce, 
Page Chairmen: Emanuel Alberts of I. Alberts’ staged a National Brand Advertising Week, 
Sons, Inc.; Elliott Engstrom of Mahar & beginning on Oct. 20, with the aid of the 
Engstrom; Edwin Guiness of Louis F. Brand Names Foundation, Inc. Prominent 
Z Guiness, Inc:; Philip Hershon of Shaw- among the jewelry displays at both the 
In| | ' cunt ne oh WN mut Jewelry Co.; “Sim” Locke of M. S. James E. Cleary and the Simmons Jewel- 
Gt ost cw . ye Page Co., Inc.; Reuben Parritz of Harry ers stores there were those of the Speidel 
“ye yOGUE <, Parritz & Brother, Inc.; David C. Percival, Corporation, with “Bob” Brennan assisting. 
sh : . Jr., of the D. C. Percival & Co., Inc.; James | Not only was the popular Golden Knight 
@ only direst te Retal Russell of E. H. Saxton & Co., and Herbert brand-name bracelet displayed, but the 
WELLS MFG. co., ATTLEBORO, MASS. W. Stranger, Jr., of the Herbert W. also popular Ming Tai bracelet saw the 
Stranger Co., Inc. Miss Anna P. Egan of reappearance of Miss Marjorie Chin of 
the Edmund Kirby Co. was Group Secre- Brockton, who served so effectively in the 
tary. Smith & Zaff display recently at the Bos- 
NICKEL SILVER q Hy Sandler, formerly with Sandler’s ton Gift Show in the Parker House. 
ce jewelry store in Gloucester, is manager q Members of the Boston Jewelers Club 
PHOSPHOR SLO PAD of the new store which this firm opened held their annual dinner and election of 
Pe St ne gene in Dover, N. H.. on Oct. 31. officers at the Parker House on Nov. 14. 
THE SEY MOUR MFG. CO. q William Murray, Sr., of 901 Jewelers J. Gould Cook of the A. Stowell & Co. 
ee Building, is continuing most of his en- store was re-elected president; Allan David- 
graving these days with his left hand well son of Thomas Long & Co., was re-named 
bound up and taped to a splint. He suf- vice-president; and Elliott Read of Kettell. 
fered a broken finger in his hand, besides Blake & Read. was re-named secretary- 





gg numerous cuts and bruises, when he fell —_— 
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——— down stairs in his home recently. 
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Junior, who shares the place with his Dad, 






= “ is back from a motor trip through New 
~ made by silver- | E 2 the United States England, New York State, and Canada. He 
smiths for jewel-( ¢* 7 aes 9 @ Jin specified mini- | went with Thomas Reilly of the Bella A. 
ers’ use andresale. | “4 sngessmme-—4 mum lots. ; : 
omen peccccaae S ceeine gene Glass-Paul Friedman Co., Jewelers Build- 
REED & 6B N | ing, and while in Burlington, Vt., they 
met Mike Mahar of Mahar & Engstrom 
and Dick Moore of the Edmund Kirby Co. 


The quartet had a grand reunion in the 
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a een 4 Vermont city. cSummetalic 
CRAFTSMANSHIP IN BRASS ) q Mr. and Mrs. Paul C. Lifset (son-in-law ee Geld Rita ata 
! and daughter of Nathaniel I. Goodman, STERLING SILVER enen ae 
Jewelers Building, where Paul works) en- | . 
xeter 7 ttss Js joyed a rather rushed fall vacation trip to 3 hea 
WRITE eae New York, returning, as Paul says, “for W. E. RICHARDS CO. 
EXETER BRASS CO., EXETER, N. H. a well-needed rest.” ATTLEBORO, MASS. 
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At the annual meeting of the Boston Jewelers Club held on November /4th at the Parker 
House, the men pictured above were chosen to serve for the coming year. They are, seated, 
left to right: Allan Davidson of the Thomas Long Co., vice-president; J. Gould Cook of A. 
Stowell & Co., president; and Elliott Read of Kettell, Blake & Read, secretary-treasurer. 
Directors, standing, left to right: Roy S. Brooks of Mauran Watch Co.; Carl Lawton of E. 
H. Saxton Co.; Albert S. Munnis of Worden-Munnis, Inc.; Herbert Thoame of Charles 
Thoame & Son, Attleboro; John Kennard of Kennard & Co.; and Sturgis Rice of the Whiting- 
Davis Co., Plainville, Mass. 


treasurer. Directors also re-elected for an- 
other term were: Carl Lawton of E. H. 
Saxton Co.; John Kennard of Kennard & 
Co.; Herbert Thomae of Charles Thomae & 
Son, Attleboro; Sturgis Rice of the Whit- 
ing-Davis Co., Plainville, Mass.; Albert S. 
Munnis of Worden-Munnis, Inc.; and Roy 
S. Brooks of the Mauran Watch Co. It 
was voted to hold the annual banquet at 
the Hotel Statler on Feb. 7, and it also 
was voted that membership be limited to 
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150 not including honorary members. The 
treasurer's report was given by Mr. Read. 
q John Lee, formerly with Katherin A. 
Murphy, successors to C. W. Sweetland Co., 
has joined the Mahar & Engstrom firm. 
qC. V. Hoffman, watchmaker in 504 
Jewelers Building, has added new parti- 
tions and display cases, with plans under 
way for a new retail line of jewelery and 
watches. 
q Lemay Brothers, Elm St., Manchester, 
N. H., held the formal opening of their 
new and enlarged store, acclaimed one of 
the most modern and up-to-date in New 
England, on Nov. 20, with many out-of- 
towners in hand to aid with the festivities 
of the occasion. 
q By way of marking “Constitution Week” 
in Boston, the A. Stowell & Co. store dis- 
played a hand-made, scale-model of the 
old Frigate in their center doorway show- 
window recently. Few outside the store 
knew, however, that the model was the 
work of Stowell’s engraver, Charles Cotton, 
who spent some 12 years of his spare 
time executing it, and it is exact to the 
tiniest detail. 
q The Board of Directors of the Massa- 
chusetts and Rhode Island Retail Jewelers 
Association met at the Hotel Bellevue on 
Nov. 19 under the leadership of President 
Robert Abbott of Lowell, and laid plans 
for the spring convention of the Associa- 
tion. 
q Mahar & Engstrom, adopting a little 
idea inaugurated by the M. S. Page Co. 
on the floor above, recently made use of 
one of the closed doors to their suite in 
the Jewelers Building by turning it into a 
small show-window. Well-stocked shelves 
were added, giving customers a view of 
the latest additions to their line. 
q Samuel Colitz of Pawtucket, R. [., re- 
cently remodeled his store, added con- 
siderable frontage, and staged a formal 
reopening on Nov. 5. 
q “Bill” Schwind of Schwind Jewelry 
Store, Rumford, Maine, was in Boston re- 
cently, selling tickets for chances on a 
new Plymouth automobile. Many Boston 
(Please turn to page 320) 
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New England 
(From page 319) 


jewelers bought tickets—and the winner 
was Sidney Alberts of I. Alberts’ Sons. 

q Romm’s, Inc., added a new front re- 
cently to their Brockton, Mass., store and 
staged a formal opening on Nov. 20. 

q Topping off new showcases and counters, 
the D. C. Percival Co., Jewelers Building, 
recently added new Holophane Counterlites 
overhead, which effectively light the cases 
with no resulting glare reflected back into 
customers’ eyes. 

q Members of the Diamond Peacock Club 
met at the Copley Square Hotel on Friday, 
Nov. 28, for their annual dinner-meeting 
and election of officers. A full account 
of this affair will be given next month. 
q William “Bill” Dorrety of 806 Washing- 
ton Building, observed his 75th birthday— 
and more than 50 years in the same spot— 
on Oct. 24, 


q With a third of the season “rolled away,” 
members of the Boston Jewelers Bowling 
League were hitting high scores, the top 
teams only a few points apart and com- 
petition keen. High single scorer to date 
was Roy Clark of the Thomas Long Co., 
and high three-string man was Herb Loynd 
of the E. B. Horn Co. At the time of 
writing, the Frank A. Gendreau team was 
leading the League, but by only a point 
or two, and competing teams were ready 
to knock the pins out from under the 
Gendreau crew. 

q The firm of J. M. Michelen, 702 Wash- 
ington Building, recently added two new 
engravers to its staff. 

q How news travels! Ed Cotter’s daughter 
Millicent, whose bathing-beauty picture 
appear in the Jeweters’ Circutar-Key- 
STONE recently with the write-up of the 
Newhampshire Jewelers Association con- 
vention at the Hotel Wenthworth, received 
a letter from an interested reader in 
England! 
q William G. Jackson and Arthur B. 
Kriensky, diamond setters, have opened 
a new place in Room 806 in the Providence 
Building, 333 Wasthington St., known as 
Jackson & Co. 

q The Burche Manufacturing Co., silver- 
ware, formerly of both Wakefield and 
Stoneham, Mass., are reported as having 
given up their Wakefield place, retaining 
the one at Stoneham. 


q McAuliffe and Hadley, who have been 
operating a jewelry store in the Hotel 
Lincolnshire, have moved out of that loca- 
tion and are temporarily out of business 
while seeking a new place. 


q Robert K. Swartchild of the Chicago 
firm of Swartchild & Co., spent several 


days at the Boston office recently. 


q Mrs. Gertrude Fenneley of Swartchild & 
Co., Washington Building, mainspring de- 
partment, was a patient at the Lawrence 
Memorial Hospital recently, undergoing 
an operation. 


q Fred B. Chance, veteran jewelry sales- 
man of the Washington Building, was 
struck by an automobile recently while 
crossing the street in New Bedford. He 
was laid up for several weeks, but is now 


back on the job, as hale and hearty as 
ever. 

q Condolences are extended to Miss Ida 
Alfino of the Herbert W. Stranger Co,, 
Washington Building, whose father died 
on Nov. 8. 


q Bernard’s, Inc., 175 Essex St., Salem, 
recently remodeled and redecorated their 
store. 


q H. A. Bystrom of the Taft Jewelry 
Store, Campello area of Brockton, is back 
from an extended visit to Sweden. 


q Flooded from upstairs tenants, the offices 
of Kelleher, Beckwith Co. and Regina M. 
Stewart, 311 Washington Building, have 
undergone extensive repairs and redecora- 
tion. 


q Along with the fall municipal elections, 
Herbert W. Stranger of the 3rd _ floor, 
Washington Building, is reported to be 
competing for the Mayoralty honors of 
that floor with the long-time incumbent, 
R. W. Nathan. “He hasn’t a chance” says 
R. W. 


q Miss Katherine A. Murphy of the K. A. 
Murphy Co., successors to C. W. Sweet- 
land & Son, Jewelers Building, held a 
Hollowe’en Party on Oct. 31 at the home 
of her sister, Mrs. Loretta Gradeski. Among 
those present were the Misses Anna and 
Catherine Egan of the Edmund W. Kirby 
Co., who won first and second prizes for 
costumes, and Dick Tucker of the silver- 
ware department of R. H. Stearns, who 
won third prize. Also present were Fred 
Hoffman and Lee Marshall, both of the 
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fifth floor of the Jewelers Building, and 
Henry McGrath of the Mahar & Engstrom 


r ‘lone & Mitchell, 801 Province Build- 
ing, recently added to their staff Miss Mil- 
dred Christie. The store also had added a 
line of electrical appliances and radios. 
4 Ball players are familiar figures in the 
jewelry firm of Frank N. Zabarsky, Provi- 
dence Building, among recent visitors be- 
ing major league players Harry Brecheen 
and Del Rice of the Cardinals. 

4 In line with a program of continued 
expansion, the E. B. Horn store has added 
new counter spot lights, and enlarged the 
silverware department with several new 
lines. 

4 Miss Elizabeth Brown, who still con- 
ducts the Boston evening classes of the 
Gemological Institute, has joined the 
jewelry department of the new Smith- 
Patterson store. Harry Crowell of the 
Smith-Patterson silver department is back 
at the store after seven weeks’ illness. 

q Members attending the fall-winter ses- 
sions of the New England Guild of the 
American Gemological Society met on 
Nov. 19 at the Harvard Faculty Club, and 
engaged in an hour’s laboratory practice 
before dinner. Later, Dr. Cornelius Hurl- 
burt of Harvard conducted the gem quiz 
and the study group. No meeting is sched- 
uled for December, the next regular meet- 
ing to be held on the fourth Wednesday 
in January, the 28th. 

q Members of the Board of Directors of 
the Massachussets and Rhode Island Retail 
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Jewelers Association met at the Parker 
House on Nov. 14 in an informal discus- 
sion regarding the cost of engraving silver- 
ware. It was noted that the losses on free 
engraving were very heavy, and it was de- 
cided that the Association would com- 
municate with the manufacturers relative 
to the estabishment of a retail price for 
engraving. 

q Mrs. Rose Taddinio, wife of the pro- 
prietor of the Meridian Jewelry Co., 91 
Meridian St., East Boston, while alone 
in the store on Nov. 15, was held up by 
a lone robber who flashed a gun and 
ordered her to turn over the contents of 
the cash register. He escaped in a wait- 
ing car with between $50 and $60. 

q In Lawrence, Mass., an automobile 
owned by Henry R. Arnold of the Jewel- 
ers Building, Boston, was stolen from a 
parking space in the heart of that city 
on October 8. The car contained jewelry 
worth at least $10,000, according to Mr. 
Arnold, who, with his son, Henry, Jr., 
were conducting business in Scannell’s 
jewelry store directly across the street from 
the parking lot on Essex St. Stored in 
the car at the time of the theft were dia- 
mond rings, platinum rings, watches, 
brooches, necklaces, and other valuable 
iems. While the car was parked, the 
younger Arnold returned to it for more 
samples, and later, when both he and his 
father left the store, the car was missing. 
Polic said the stock was owned by the 
Grana Watch Co. of New York and the 
Allsop Siteller Co. of Newark, N. J. 

q Harry Long, watchmaker of Newbury 
St., Boston, and a member of a long-time 
family of watchmakers, died on Nov. 5. 

q James C. Jones, of Jones Jewelry Store, 
Hartford, Conn., died recently. 

q William <A. Robinson of Springfield, 
Mass., died on Sept. 30. The business is 
being carried on by his son, William F. 
Robinson. 

q Martin A. Gray, for several years asso- 
ciated with the Thomas Long Co., died re- 
cently at his home in Middleboro, Mass. 
q The appointement of Dan A. Sutch as 
vice- president and general manager of the 
Union Plate and Wire Co., Attleboro, 
Mass., to succeed the late George Fife, 
was recently announced. 

q Jewelry valued at $12,000 was stolen 
early on the morning of Oct. 26 when 
thieves broke into the jewelry store of G. 
Richard Ware on Washington St., New- 
ton, moved out a 400-pound safe, and 
drove away. Mr. Ware said the safe con- 
tained about $7,000 in jewelry, cash, and 
war bonds. The thieves also collected 
$8,000 worth of men’s rings and watches 
from a showcase. They did not touch 
women’s jewelry also on display. Police 
discovered that a rear door of the store 
had been jimmied. Apparently, the thieves 
had concealed their operations from the 
street by balancing a screen on top of 
a low partition which separated the store 
office from the display room. Police rea- 
soned that several men must have taken 
part in the robbery, since there were no 
marks on the store floor. This indicated 
that the heavy safe had been carried from 
the office to the waiting car or truck. 
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q The Retail Jewelers Association held 
their regular monthly meeting Tuesday, 
Nov. 25, at the Ritz Carlton Hotel. Since 
this was the first meeting since the annual 
dinner dance, this affair was the talk of 
the evening. 

q Charles Fisher is now manager of Rou- 
bert’s Jewelers of 620 Edgmont Ave., 
Chester, Pa., replacing Harold Woodin who 
left recently. Mr. Fisher no sooner be- 
came manager than he was faced with 
Roubert’s Anniversary which he made pub- 
lic with full page ads in the local news- 
paper, The Chester Times. The clever use 
of the heading “Glamour For Sale” along 
with a sketch of a glamorous girl with 
long page-boy bob studded with tiny, star- 
like diamonds caught the eye of the reader 
and drew favorable attention to the mer- 
chandise. 

q A spokesman for Barr’s Jewelers, who 
have four stores in the city, claims that 
this country is the first in the jewelry 
business to take advantage of the adver- 
tising and publicity possibilities in the 
field of television. On Thursday, Oct. 13 
Barr’s presented to the member of the 
audience chosen “Queen” on the “Queen 
for a Day,” audience participation radio 
program, a diamond watch made available 
through the Walther Watch Company who 
manufactured it. A live audience of 14,000 
women and an air audience of over 25,000 
witnessed the presentation. Pictures of 
this publicity builder were distributed to 
the local newspapers by the radio station 
WIP and appeared in the Barr windows 
for a week following the affair. 

q William F. Schoeffling who has been 
well-known in jewelry circles here for al- 
most 25 years, seventeen of which he 
spent as manager for the King Jewelry 
Store in Camden, New Jersey, opened his 
own store Friday, October 17. It is known 
as the BoMont Jewelers, Inc., and is truly 
a show place. Here, at 616 Federal St., 
Camden, Mr. Schoeffling’s son who had 
also been associated with King’s before 
the war, is now assisting his father. He 
has recently returned after serving five 
years as first Lt. in the Infantry. 

q The Philadelphia Inquirer gave the first 
of a series of annual fashion shows by the 
title, “Cinderella of Rittenhouse. Square” 
Oct. 21 to 25. Many of the precious 
jewels in this fabulous fashion show which 
brought together the great names in the 
field from all over the country, were sup- 
plied by the House of Milner. Joseph 
Milner and others of this company received 
public praise for their patient cooperation 
throughout the preparation for the show 
and its actual staging. Miss Janice Levit 
of 34 S. 17th St. supplied some of the 
silver pieces worn during the show. 

q The Santa Parade which Miss Marie 
Leonhardt of 415 Old York Road, Jenkin- 
town, originated as a “visit from Santa” 
has grown enormously in scope and 


popularity, in the three years since its 
origin. Miss Leonhardt is no longer able 
to handle it herself, so the Jenkintown 
Business Men’s Association have taken 
over, but she still takes a very active part 
in the preparation for this affair. Miss 
Leonhardt makes dolls, and other gift items 
and contributes generously towards coal, 
food and other essentials which “Santa” 
provides for the needy in the community, 
This year, a spokesman for the Jenkin- 
town Business Men’s_ Association an- 
nounced, Santa will not be alone when 
he drives down Old York Road with his 
old fashioned coach, costumed liveryman, 
and four beautiful horses. No less than 
eighteen bands have been invited to join 
the parade, and floats by business firms 
will also be added. Miss Leonhardt, who 
owns a gift and jewelry store, admits that 
she is quite happy to see her idea grow so 
quickly and do so much good. 

q Tucker & Sons have recently redecorated 
their windows in both the stores at 4233 
Lancaster <Ave., Philadelphia, and _ the 
Darby, Pa., store in the most modern way. 
Velvet drapes add a note of splendor 
creating a most suitable background for 
precious jewels, and the windows have 
been designed to show “everything at a 
glance” without appearing cluttered. 

q Gurwood Jewelers of Philadelphia, who 
have completely redecorated recently, are 
now expanding. Allan Gurwood, who lives 
above his store with his family, tells us 
he is pushing himself out to use part of 
his former living quarters for storage of 
merchandise, but extending his home in 
the rear to allow additional space for his 
nine-month-old daughter to play in the 
sun. 

q Mickey Orloff expressed the appreciation 
of hundreds and thousands of average 
citizens as well as those of the jewelers 
when he presented the five policemen who 
captured the thieves who robbed the 
jewelry store at 126 S. Eight Street with 
U. S. Savings Bonds. The thieves, William 
Henderson and Earl Donaldson stuck a .32 
calibre revolver in the ribs of Murray 
Friedlander co-owner of a jewelry busi- 
ness on the second floor and struck Alan 
Marged a diamond cutter who rents space 
in the Frielander store over the head with 
a toy pistol. Friedlander, a former light- 
weight prizefighter, ignored the danger 
and tussled with them. Marged, though 
weakened helped him. The noise aroused 
the five police who chased the bandits down 
Jewelers Row then up Ninth St. to a 
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Director of Public Safety, James H. Malone, looking on as Mickey Orloff, president of the 

Sansom Street Business Men's Association presents U. S. Savings Bonds to five officers who 

capttred two jewelry store thieves. John Boston, Joseph Rueth, Charles Hush, Arthur Rosle 
and W. G. O'Hara are the policemen (left to right). 


service entrance of the Benjamin Franklin 
Hotel and caught them when they at- 
tempted to hide. We haven’t heard of any- 
one giving Murray Friedlander and Alan 
Marged an award, but police and other 
jewelers feel they certainly deserve one. 
“It is such treatment that discourages 
other thieves”; “If everybody socked them 
instead of handing over the merchandise 
it wouldn’t take long to rid the country 
of burglars” another remarked. 

4 Fred Sauter, Retail Jewelers, of 2713 
W. Girard Ave., passed their 85th anni- 
versary in September without celebrating. 
Lester Sauter of this company remarked 
that this is in keeping with the usually con- 
servative policy of this company. (He 
mentioned it as part of a casual conversa- 
tion recently when it was “too late to put 
it in THE JEWELERS’ CIRCULAR-KEYSTONE” 
because they’re “not interested in pub- 
licity”) . 

q Mrs. Mickey Orloff, who was unable to 
attend ‘the dinner-dance of the Retail 
Jewelers last month because of illness, has 
recuperated. 


q Lit Brothers of Philadelphia celebrated | 


their anniversary October 22 to 29 inclu- 
sive with jewelry and other sales. 

q Mickey Orloff is working with Mr. 
Mitchell, this city’s Traffic Director, to 
prepare parking regulations which will 
solve the parking problem in the seven 
hundred block of Sansom St. This solu- 
tion to the problem is sponsored by the 
Sansom St. Business Men’s Association. 
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FOR DECEMBER, 1947 


q The Sansom Street Business Men’s Asso- 
ciation met for a dinner meeting Nov. 25 
at the Benjamn Franklin Hotel and dis- 
cussed various means of improving con- 
ditions effecting the business of the mem- 
bers. 


q Edward Tinkleman, Inc., of 715 San- 
som St. is in the midst of adding new fix- 
tures and making other improvements in 
the store which will be completed by the 
time you read this. 


q The Community Chest of this city adds 
the following names of jewelers taking a 
leading part in campaigning to those pub- 
lished in the last issue: Sidney Lopatin; 
Herman Dubrow; Samuel Kressen; Irwin 
Margolis; Arnold and Edward Gordon; 
Edward Sickles of M. Sickles & Sons and 
David Sickles of Lewis Sickles Co. 


q Robert Snyder of Norristown is in the 
midst of redecorating his entire store. 


q Miss A. Kay, buyer of jewelry at Frank 
& Seder of Philadelphia, is buying and 
promoting sample jewelry from manufac- 
turers. She claims this innovation has met 
with such popularity it is competing with 
the one dollar boxed jewelry including 
pins, earrings, bracelets, and necklaces, 
this store has been featuring for years with 
considerable success. 


q Lester Sauter was much impressed with 
the radio program “The Great Gilversleeve” 
on Tuesday, October 12. This program, 
sponsored by the Kraft Products, depicted 
a humerous example of the swindling en- 
dured by many innocent and uninformed 
customers who deal with unreliable and 
unknown people offering a “discount.” Mr. 
Sauter felt that this dramatic method of 
showing the public they should buy dia- 
monds, furs and the other items involved 
was a commendable public service. He 
and other jewelers who agree with his 
opinion are sending letters to the Kraft 
Products praising the program. Some 
jewelers reported they may tie-in advertis- 
ing with it; others pointed out this was 
in harmony with the purpose of the Re- 
tail Jewelers’ Association which encourages 
reliable business methods, 
ethical transactions. 

> 
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1 CHUCK AND 2 CENTERS 


$125 


Guarantee... 


A written lifetime guarantee 
will be furnished by the manu- 
facturer with each Perton Lathe. 
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q Jack Levy, president of Levy Jewelers 
and Barclay’s, has opened one of the most 
outstanding jewelry stores in Savannah, 
Ga., under the name of Ray Jewelers. 

q The Hecht Co., of Washington, D. C., 
has opened a branch store in Silver Spring, 
Md., in which there will be a very fine 
jewelry department. Mrs. Mildred Minor 
will be the jewelry buyer there as well as 
in Washington. The opening on Nov. 14 
was celebrated by a cocktail party and 
buffet supper. 

q The partnership of Marion E. Skaggs 
and Dr. L. L. Painter, trading as Skaggs & 
Co., was dissolved on Oct. 31. Dr. Painte1 
is now the sole owner of the store, mer- 
chandise, and fixtures and will continue 
the business in the same location, 25 W. 
Main St., Grafton, W. Va. under the same 
name. Mr. Skaggs has opened a new store 
at 12 W. Main St., and is operating as 
Skaggs Jewelers. 

q Otis M. Gregg, who was with Harris 
Jewelry Co., in Newark, Del., for 15 years 
before he went into the service, will open 
a jewelry store at 170 E. Main St., with 
a gift department, on Nov. 22. He will 
be assisted in the store by his wife. 

q After extensive alterations to their store 
at 311 E. Broad St., Richmond, Va., Bam’s, 
Inc., held a formal opening on Nov. 14. 
They now have a very fine store with the 
most modern fixtures and lighting. One 
of the outstanding features is a beautiful 
curved stairway leading up to the balcony, 
on which they have their Optical Depart- 
ment. 

q Although the extensive alterations and 
improvements to the store were not quite 
complete, Frazee’s, of Parkersburg, W. Va., 
held a formal opening on Nov. 13, between 
7:30 and 9:30 P.M. There was a broad- 
cast from the store over Station WCOM 
from 8:30 to 9 o’clock, and at 9:30 a draw- 
ing by Mayor Welsh, of Parkersburg, for 
the door prize. The lucky lady received 
a set of silverware and the lucky man re- 
ceived a Lord Elgin strap watch. 

q Myer Rubenstein has closed his store 
at 2122 E. Monument St., Baltimore, and 
is opening a beautiful, modern store in 
Culpepper, Va. 

q W. J. Perry, formerly a watchmaker for 
many years, has opened a new, modern 
jewelry store on Eastern Ave., Baltimore. 
The store contains all new fixtures and 
new merchandise. 

q Abe Blivess, 106 N. Liberty St., Balti- 
more, opened a branch store at 113 W. 
Fayette St., on Oct. 24. 

q J. M. Paul has remodeled and enlarged 
his store at 3310 Eastern Ave., Baltimore, 
and will have a formal opening sometime 
in November. The entire second floor is de- 
voted to the display of electrical appli- 
ances. 

q H. F. Diehl has moved into his new and 
enlarged store. It is completely modern 
in every respect, including new fixtures 
of blond limed oak, and has a new glass 


THE SOUTH 


front. A grand opening was held on Noy. 
1, at which a lady’s diamond ring and a 
man’s Bulova watch were given away as 
door prizes. There were souvenirs for 
everyone and pleny of specials, including 
a surprise package sale at $1 per package. 
q Tom Cook, of Macon, Ga., has purchased 
the store of Guy V. Rogers, 250 S. Beach 
St., Daytona Beach, Fla., which he and 
his wife will operate in conjunction with 
his store in Macon. 

q Frederick’s Jewelry Store will open in 
Onancock, Va., sometime in November. 
q Bowen Jewelry Co., Inc., 813 Main St. 
Lynchburg, Va., have remodeled a build. 
ing for a new store at 9th and Main Sts, 
and plan to have one of Virginia’s finest 
jewelry stores. They have spent over 
$50,000 for new fixtures and improvements 
and their advertising plans call for full 
page opening ads, use of outdoor bill. 
boards, direct mail, and two local stations 
to spotlight the opening, which is to take 
place on or about Nov. 18. 

q Eagle Credit Jewelers, 814 E. Virginia 
St., Charleston, W.- Va., has been incor. 
porated with capital stock of $5,000 by 
Andrew H. McCutcheon, John E. Snod- 
grass and Burl E. Finch, all of Charleston, 
q The attractive new store of Stanley 
Jewelers, corner of Broughton and Dray- 
ton Sts., Savannah, Ga., was formally 
opened Nov. 15. Remodeled along fune- 
tional lines, adopted to the most modern 
type jewelry merchandising, the store has 
special display cases and is attractively 
illuminated by concealed fluorescent and 
incandescent lighting. C. Roy Linzer is 
store manager and David Weitz is assistant 
manager. 

q Aaron Littman, manager of the Gem 
Jewelry Co. in Beaumont, Texas, was guest 
speaker at a meeting of terminal business 
students at Lamar College, October 28. 

q E. R. Clarke and son, E. Eugene Clarke, 
have opened Clarke’s Jewelers on Youree 
Drive, Shreveport, La. A complete line of 








EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 














ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


® JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 








THE JEWELERS’ CIRCULAR-KEYSTONB 








jewelry gifts and a repair department will 
be featured, it was stated. 

4 E. H. Levy, formerly associated with the 
Dreifus Jewelry Store in Memphis, Tenn., 
has opened a new jewelry establishment at 
99 Capitol St., Charleston, W. Va. 

Sam Gottlieb, who has been associated 
with the jewelry business for the past 20 
years, is the new manager of the Walton 
Jewelry Co., 36 Walton St., Atlanta, Ga. 

4 Morris H. Mills and Charles C. Owens 
have opened the Mills & Owens Jewelry 
Store at 1438 Airways, Memphis, Tenn. 

4 Royal Jewelers, Inc., of Winchester, Ky., 
has filed articles of incorporation with the 
Secretary of State at Frankfort, listing au- 
thorized capital stock at $5,000. Nathan 
Cohen, Robert S. Cohen and Sylvia S. Co- 
hen were listed as incorporators. 

q Ray Jewelers, a new enterprise for Sa- 
yannah, Ga., has opened at the corner of 
Broughton and Barnard Sts. George Serotta 
is vice-president and general manager, and 
Ray H. Mixson is vice-president and asso- 
ciate manager. Mr. Mixson has been asso- 
ciated with the jewelry business for the 
past 25 years, while Mr. Serotta has been 
prominent in Savannah jewelry circles for 
a number of years. 

q.C. C. Poe, who had operated a jewelry 
store in Tarkio, Mo., for four years, has 
sold his equipment to Harold Wilson and 
John Mauzey of Maryville, Mo., and they 
will open a store in the same location. 

4 The Zale Jewelry Co., of Dallas, Texas, 
has purchased the lease of the Charles 
Jewelers at 510 Walnut St. in Des Moines, 
Iowa, and have opened a new store there. 
William Zale, vice-president of the firm, 
said Louis Emmer, former manager of the 
firm’s Oklahoma City store, will be man- 
ager of the Des Moines store. The firm 
plans extensive remodeling of the store 
early in 1948, including new fixtures, mir- 
rored panels and new lighting fixtures. 
The store will be the 26th the company is 
operating in Nebraska, Iowa, Missouri, 
Oklahoma and Texas. 

q Remodeling of the Greene Jewelry Store 
at Salem, Mo., has been completed with 
improvements having been made to both 
exterior and interior of the store. 

q Friedman’s Jewelers of Columbia, S. C., 
celebrated its 30th anniversary on Oct. 25. 
The concern, which has 14 stores, is headed 
by B. I. Friedman, president and founder. 
q Mr. and Mrs. Joe Fitzpatrick of Blythe- 
ville, Ark., have purchased and are oper- 
ating David’s Jewelry Store at Memphis, 
Tenn., it was recently announced. The 
Fitzpatricks now operate five jewelry stores 
in the area. 

q The Parkers Jewelers of Huntington, 
W. Va., filed articles of incorporation at 
Charleston, W. Va., showing a capitaliza- 
tion of $50,000. Incorporators are Lincoln 
F. Polan, Samuel S. Lipman and Mary R. 
Lipman, all of Huntington. 
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q C. L. Pruyn, pioneer jeweler of Winter 
Park, Fla., has announced the sale of his 
store to St. Petersburg interests and his 
retirement from business. He has operated 
a jewelry store here for the last 22 years. 


q Iauch’s, a new jewelry and gift shop, 
has opened at 111 Volusia Ave., Daytona 
Beach, Fla. The firm deals in leading lines 
of jewelry and silverware, glassware and 
china, and gift articles. 


q Handling a full line of standard brand 
jewelry, watches, sterling silver and glass- 
ware, the firm of Beckwith-Range-Allen 
Jewelry Co. has opened a store at 353 West 
University Ave., Gainesville, Fla. 


q Melvin Gainer, who recently completed 
training in a watchmaking school, has pur- 
chased the jewelry store and watch repair 
business of Travis Clary at Dexter, Mo., 
and has taken over active management of 
the business. 

q Shaw’s Jewelry Co., 610 Chaparral St., 
Corpus Christi, Texas, opened a new ap- 
pliance center on Saturday, Oct. 18, fea- 
turing a complete line of electric home 
appliances. 

q The Wood Jewelry Co. is the name of 
a new Del Rio, Texas, jewelry firm, the 
city’s second retail jewelry establishment. 


q Dawson Jewelers is a new store which 
recently opened at 120 North Main St., 
Dawson, Ga.,.under the active management 
of Mrs. Clem E. (Becky) Rainey, who 
is Terrell county’s representative to the 
Georgia assembly. The store is featuring 
a full line of jewelry, watches, diamonds, 
and a gift department. 

q Treasure Chest, Inc., of Dunn, N. C., 
which proposes to engage in the jewelry 
business, has been granted a charter by 
Secretary of State Thad Eure, listing au- 
thorized capital stock at $50,000. The in- 
corporators are J. T. Westbrook, Mary 
Westbrook and J. E. Ammons, all of Dunn. 





A. Blustein Receives Mason Honor 


At the biennial election session of the 
Supreme Council of the Scottish Rite Free- 
masonry, Southern Jurisdiction, held re- 
cently in Washington, D. C. Abe Blustein, 
of Blustein Co., Inc., wholesalers, 817 G 
St., N. W., Washington, D. C., was elected 
Knight Commander of the Court of Honor. 
Mr. Blustein is a member of the National 
Wholesale Jewelers’ Association. 





September Retail Sales Down 3% 


Sales of independent jewelry stores were 
three per cent lower in September, 1947, 
than during the same month of 1946, ac- 
cording to data compiled by the Bureau of 
the Census, Department of Commerce. Sep- 
tember sales were nine per cent higher 
than sales for August, the preceding month. 

Retail jewelry sales for the first nine 
months of 1947, in comparison with the 
first nine months of 1946, showed a de- 
crease of 12 per cent. 

September, 1947, jewelry store sales, in 
comparison with the same month of 1946, 
are shown for five cities as follows: Los 
Angeles decreased 16 per cent; St. Louis 
seven per cent; Portland 23 per cent; Seat- 
tle 12 per cent, and Chicago showed an 
increase of three per cent. 








SALESMEN 
WANTED 


For Selling to the 
Better Retail Trade 


THE MANUFACTURERS of a fine new 
line of distinctive “GRAN” Stone 
Rings, in addition to the well-known 
line of “GRAN” Emblem Rings, 
Pins and Buttons, have openings 
for (3) aggressive and experienced 
salesmen to sell direct to the better 
retail trade. Territories covering the 
following: 


New England States, New York, New 
Jersey, and the City of Philadelphia. 


2 Atlantic Seaboard, including the States 
of Delaware, Maryland, Washington, 
D.C., Northand South Carolina, Florida, 
Georgia and Alabama. 


3 The North midwest, including the States 
of Illinois, Wisconsin, Minnesota, North 
and South Dakota and probably a 
portion of lowa. 
are open and offer an unusual and 
permanent opportunity for salesmen 
who have had earning capacities in 
the upper five figure brackets. 


In writing give complete record of 
experience, past earnings, references 
and other pertinent information. 
Applications will be held in strict 
confidence and interviews arranged 
only after written applications. 


GRAN ana CO. 


INCORPORATED 
Creators and Manufacturers 
of Fine Jewelry 


546 So. Meridian St. - Indianapolis 4, Ind. 
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@ 14K Gold Case 
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\ @ Gold Filled Bracelet 
16 @ Dome Glass 
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Ash For Catalog 
Mall Orders Filled Send 
Check, Money Order or — 
Lugerner’s 


The house of fine watehes since 1885 
ONE PARK ROW, NEW YORK, N.Y. 








15 Advertising Letters 
That Pall Sales— only $5 


Want more sales? Here are 

15 ready-to-print advertising letters 

for merchandising every jewelry store pro- 
— rw selling to _ mothers 

ides; bringing back old accounts; open- 

ing new accounts; selling repair service; 

ering leaders. A complete ad department 

. . « only $5. You need send no money. 
Order now, the postman will collect. 


MARKSTEIN AND ASSOCIATES 
8131 Oak St#., New Orleans, La. 
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HODANIZE 
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Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 
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10 S. Wabash Ave., Chicago 3 CENtral 6089 





















































WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 
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ROBERT REIS 3747 WEST 63rd ST. 
LAPIDARY CHICAGO, ILL. 
oo 
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“Famed the World Over 
as the School of Quality” 


CHICAGO SCHOOL OF WATCHMAKING 


Founded in 1908 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dent. 2127 


Chicago 47, Ill. 











= STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 
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1737 N.Camrphell, Dept. 212,Chicago 47 
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q Henry Schmelzle, age 81, a retail jeweler 
in the Jefferson Park district of Chicago 
for 57 years, died on Oct. 19. 

q Israel L. Heller, manufacturer of hand- 
wrought jewelry, at 29 E. Madison St., 
Chicago, for several years, recently pur- 
chased the business of William H. Straka, 
in the Pittsfield building, consolidated the 
two concerns and is now located in suite 
545 of that building. 

q Fred Gottlieb, of Frederick M. Gottlieb 
& Co., Chicago, diamond importer, spent 
several weeks in Europe recently, his first 
trip in nearly eight years. He visited Lon- 
don, Amsterdam, Antwerp and Paris. Mr. 
Gottlieb reports the diamond industry rap- 
idly returning to normal conditions with 
firm market. He recpened his office in Ant- 
werp which was closed early in the war. 
Mrs. Gottlieb accompanied him on the trip. 
q Al Schoumacher, Illinois and Wisconsin 
representative for M. A. Mead & Co., Chi- 
cago, spent several anxious hours on Oct. 
31 while his $25,000 samples and cases 
were traveling in the trunk of another 
man’s car. Through a bellhop’s error Schou- 
macher’s diamonds and watches were 
placed in a wrong car. As the man’s route 
and destination and also description and 
license number of the car were known, 
Illinois state and Chicago police were 
alerted. Not until he registered at a hotel 
in Chicago and received a message to call 
M. A. Mead & Co., did he know of his 
valuable cargo. He was very happy to be 
rid of it. 


Members of CCJA Attend Meeting; 


Business Program is Continued 


The monthly dinner meeting of the Chi- 
cago Credit Jewelers Association held at 
the Standard Club on November 5th was 
well attended and the business program 
inaugurated by President Joseph Hirten- 
stein at the previous meeting was con- 
tinued. Attendance is now limited to 
members—owners or those having a pro- 
prietary interest. 

President Hirtenstein and executive sec- 
retary Ben Sacks led a continued discussion 
of signs in windows, “free” services, pirat- 
ing help, misleading advertising and down 
payments and terms since end of Regula- 
tion W. Mr. Hirtenstein and Mr. Sacks 
both reported progress in the case of signs 
and advertising and all members were 
urged to study and live up to the associa- 
tion code of ethics, not alone for the good 
of the industry but for that of the indi- 
vidual. 

Increasing dues and adding multiple 
memberships, with reduced fees for addi- 
tional stores under one membership, were 
discussed but deferred to a later meeting. 
Also, the question of a new name for the 
organization was raised. A change of name 
is desired to better identify the association 
because of the new policy of accepting 
members from what is known as the Chi- 
cagoland district as well as from Chicago. 
Several names were proposed and Secretary 
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Sacks was instructed to consult the Secre. 
tary of State to learn whether any of these 
names can be used by the incorporated or. 
ganization. 

Mr. Sacks introduced a suggestion box 
for the use of members too timid to speak 
out at meetings and urged that members 
make use of it. 

President Hirtenstein presented past 
president Phil Martin with a gift certif.. 
cate from the Association in appreciation 
of his two years of faithful service. He 
made a final plea for cooperation, working 
together, not for self alone, and said every 
jeweler is his brother’s keeper, that the 
“lone wolf” days are over. 


Samuel Briskin Donates $25,000 
To Damon Runyon Cancer Fund 


Samuel Briskin, head of Revere Camera 
Co., Chicago, Ill., has presented a check 
for $25,000 to the Damon Runyon Cancer 
Fund. The presentation was made to Roy 
Topper, prominent Chicago newspaper 
columnist, who represented Walter Win- 
chell, at the Stevens Hotel on November 
4. According to Mr. Topper, this was the 
largest individual contribution made to this 
cancer fund by any one person in the 
United States. 

Mr. Briskin made the donation in memory 
of Revere employees and members of em- 
ployees’ families who have died of cancer. 

“It doesn’t make any difference to can- 
cer who we are or what we are,” declared 
Mr. Briskin, “. . . whether we are of one 
nationality or another. And it doesn’t make 
any difference to the Cancer Fund, either. 
The Cancer Fund is helping to save man- 
kind.” 

Mr. Briskin’s contribution to the Cancer 
Fund was made during the Midwest pre- 
miere showing of the Revere 16mm sound 
projector and movie camera, attended by 
500 leading editors, educators and pho- 
tographic dealers. 








GIA Announces Resident Class 
For Correspondence Students 


Announcement has just been made by 
GIA Education Director Richard T. Liddi- 
coat of a resident class for correspondence 
students (or jewelers who wish supervised 
laboratory practice) to open in Los An- 
geles February 2 and continue four weeks. 

This is the regular class given by the 
Gemological Institute of America each 
winter and summer reviewing the funda- 
mentals of gemology as studied in Course 
012. In addition two weeks of laboratory 
practice in-gem testing and diamond grad- 
ing is included. 

The classes which will be held five hours 
daily on Monday through Friday for the 
four weeks and are approved for veterans 


enrolled under the GI Bill. Richard T. 


_ Liddicoat and Mark C. Bandy, Ph. D. will 


act as instructor for the 18 students who 
can be admitted to the class. 
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To the Editor 

















"Was Misquoted," Says Urie 
Editor, JewELers’ CIRCULAR-KEYSTONE: 


On page 364 of the October 1947 issue of 
the JeweLers’ CircuLarR-KeysTone there 
appears a review of the talk which I gave 
before the UHAA Convention at Charlotte, 
N. C., on September 12, 1947. 

This review has distorted my remarks. 
It said that I favored the proposal of the 
UHAA to establish watchmakers examina- 
tions. I made no remarks that could be so 
construed. 

What I did say was that the only official 
certifications were those enacted by regis- 
tration and controlled by the State Boards 
of Examiners. I pointed out that the HIA 
certification was purely on a voluntary 
basis, has been in existence for 26 years, 
and is universally recognized as a mark of 
distinction by those watchmakers who suc- 
cessfully complete its examination. I 
stressed the fact that the HIA examina- 
tions were voluntarily and on this basis I 
felt that there was nothing to prevent any 
other organizations, such as the UHAA, 
American National Retailers Association, 
or the Credit Jewelers Association from 
establishing competitive examinations, if 
they so desire. Nothing that I said, how- 
ever, could by any stretch of imagination 
be construed as urging adoption of the 
UHAA plan. 

I, therefore, respectfully request that you 
reprint this letter in full in your next issue. 

Frank D. Urte 
President, HIA 





Executive Committee of ANRJA 
Plan Memorial Fund to C. J. Michaels 


To perpetuate the memory of the late 
Charles J. Michaels, former president of 
the American National Retail Jewelers’ As- 
sociation, it has been determined by the 
Executive Committee of that organization 
to establish the “Charles J. Michaels Me- 








All-Plastic 
Interchangeable 
Price Markers 


Designed especially to price articles and augment the 
beauty of showcase and window displays. Gracefully 
fashioned, long-lasting and easily washable. Retains 
its beauty indefinitely. Any figure combination pos- 
sible. Size—1%” x %” 


PRICES COLORS 
Set (25 frames & 300 numbers) Frames—White, grey, 
$3. Additienal Nes. (150 per black, red, green 
sheet) = Additional frames Nos.—Blaeck, white, 
. red 


Orders sent C.0.D. $3.00 plus charges. To receive 
order postage-free, enclose $3.00 (check, money order). 


KOVEE PLASTIC CO. 
3753 N. Marshfield Ave., Dept. 120. Chicago (3, III. 














for STORE FIXTURES, 
WINDOW DISPLAYS, MAT 
ADVERTISING SERVICE it's.. 


Cain Freed 


1233 SIXTH AVE. AT 49th ST.N.Y. 
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morial Fund”; that contributions be ac- 
cepted to this fund and that all such con- 
tributions be turned over to the Damon 
Runyon Cancer Fund through Walter 
Winchell. 

The Executive Committee of the associ- 
ation feels that this effort to help benefit 
all humanity is by far one of the most 
important undertakings the organization 
has ever engaged in, and in honoring one 
of their co-workers, who suffered this ill- 
ness, they will, at the same time, be aiding 
in a fight that must have the support of 
every person if it is to be won. 

President Maurice Adelsheim has asked 
that members of the ANRJA Executive 
Committee serve as the Committee-in- 
charge of the appeal. No list of contrib- 
utors will be published nor will the amount 
of their subscription. The total contribution 
will be donated as a memorial to Charles J. 
Michaels by the members of ANRJA. 

Checks should be drawn to the order of 
“American National Retail Jewelers’ Asso- 
ciation” and sent to ANRJA Headquarters 
at 551 Fifth Ave., New York 17, N. Y. 
For convenience, members are requested 
to mark on the back of the check, “Charles 
J. Michaels’ Memorial Fund.” 


TOKEN OF APPRECIATION 








Charles Blanchard of Mason City, (above 
right), new president of the lowa Retail 
Jewelers Association, is shown presenting 
Wallace G. Boyson of Cedar Rapids, out- 
going president, with a new fly rod. The 
presentation took place at the organization's 
annual convention held the latter part of 
September in Cedar Rapids. 





Chris Christensen Wins Election; 
Now Member Board of Supervisors 


Chris J. Christensen, assistant to the 
president of Granat Brothers, jewelers of 
2390 Mission St., San Francisco, Calif., is 
one of the newly elected members of the 
Board of Supervisors of that city. 

Mr. Christensen was born in Shelley, 
Idaho, but came to California as a boy, 
finished his schooling in San Francisco, 
and later married a San Francisco girl, 
The Christensens have two children. ° 

Chris, who is also general manager of 
the Granat stores, brings with him to his 
new elective office a wealth of business ex- 
perience. He is a past president of the 
California Retail Jewelers Association and 
has long been active in civic affairs. The 
new supervisor is a past president of the 
Mission Merchants Association, a member 
of the Chamber of Commerce board of di- 
rectors and of numerous other civic organi- 
zations. 





*"Divine” Rings’ Newest Creation in 
Synthetic Stone iat Bighcoe “DOME”"** 


Dome shaped 
stones set in 14K 
yellow or white 
gold. Immediate 
delivery on all 
finger sizes. 


D-1 Spinel (Blue) or 






Ruby ach $12.50 
D-2 Spinel (Blue) Each $20.00 , 
Ruby . eRe $18.00 


All Prices Net 
PLACE SAMPLE ORDER NOW 


LOUIS VOGEL, 39 S. State St., canenn 3, Wl. 
STYLISTS AND MAKERS OF FINE WEDDING RINGS 
*T. M. Reg. SINCE 1907 **Pat. App. For 


REPAIRING 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 

Prices from 50¢ : 
Finest Watch Crystal Fitting 





Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN ! 
5 S. Wabash Ave. } 
CHICAGO 3, ILL. 


Rm. 604 








“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 


a 


Our work costs no more 
than ordinary work 


BECKER-HECKMAN EEE 
29 East Madison Street, Chicago 3, Illinois 



































5 S.WABASH AVE. CHICAGO ILL. 
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DIAMOND-CUTTING 
EXPERT WORK 


OY Me) 4.0414 


LITWIN & SONS 
114 West 6th Street. Cincinnats. Ohio 








KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


} ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold Co. 


| The House of Quality and Service 
; 18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 


y Lines of quality and style that give you pro- 
if Toad To Ml oldobih ame Gol ial Md Telclsclacl lilo Mtl, TY MELT T 
c-Me Jol" aed i declan! le Me Abii madeli titel fila B 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














We SPECIALIZE... 


in special order work. ee us your 
specifications. Wi. a serbocit a design 
without obligation. | 





SCHUMER BROTHERS CO. 


i fewel. 
anufpac luring Weu eters 


5 EAST THIRD STREET + CINCINNATI, OHIO 
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q The Richter Jewelry Co., 6th and Main 
Sts., Cincinnati, recently received much 
favorable publicity when the firm’s owner 
wrote a letter to the Cincinnati Enquirer 
commending the Police Department on 
catching a sneak thief who attempted to 
rob the Kampf Jewelry Co. of that city. In 
his letter, Mr. Richter cited the case of 
adequate police protection bringing about 
the prompt arrest of a hold-up man who 
robbed his store in June, 1946. 

q Carl Leser, Northside jeweler, won first 
prize in the national small suburban store 
contest for the best lighting at the Chicago 
National Fixtures Convention. 

q Clarence Loeb with Litwin’s is now on a 
selling trip in Illinois. 

q Max Litwin reports business to be ex- 
tremely good, causing them to work over- 
time. 

q Edwin B. Jacobs of D. Jacobs Co. is now 
on an Eastern buying trip. Gus Kuhnheim 
of D. Jacobs Co. has improved greatly 
since his recent illness but not sufficiently 
to resume traveling on the road. 

q Phil Haas, Sixth St. Jeweler, is away on 
a fishing trip. Recently his wife and he 
celebrated their 30th wedding anniversary. 
q Gerwe Brown Co. held a bowling contest 
at St. Mark’s Alleys on November 2nd. The 
winner of the match was Martha Dann- 
hauer. 

q W. A. Gellenbeck of Pensacola, Fla., was 
a recent visitor to Cincinnati. Here on a 
buying trip, Mr. Gellenbeck was enter- 
tained by the Gerwe Brown staff and was 
the guest of Lars Ollson in Cheviot. 

q Karl Mouch, jeweler of 7200 Vine St., 
and his wife, recently took a trip to Ash- 
ville, N. C., with two other couples to 
visit a wartime comrade and his wife. They 
hadn’t seen this couple in two and a half 
years, the last time being in Austria. 

q Charles Payne, salesman for Schumer 
Bros., recently returned from a business 
trip. Earl Grimsley also completed a busi- 
ness trip through Ohio, Indiana and Mich- 
igan. Both trips were successful. 

q Lewis H. Albert with Albert & Seifert 
Co., was confined in Christ Hospital during 
November as the result of injuries. 

q J. C. Hackett announced the opening of 
his new store March 1, 1948, in the new 
Terrace Plaza Hotel that has just about 
finished completion. The new store will be 
one of the finest of its kind in the city. 
q Carroll Seghers of Carroll’s jewelry store, 
reports he was quite fortunate with his 
Coral Gables, Fla., store during the recent 
hurricane that overran Florida. A few 
tile blocks blown off the store front was 
the only damage received. All showcases 
were put on four-inch blocks to keep them 
out of the water that inundated the vi- 
cinity. 

q Carroll Seghers, Carrol’s jewelry store, 
is just about leading the list of jewelers 
who are hiring apprentice’s under the G.I. 
Bill of Rights. The most recent apprentice 
to be hired is Charles Kocher. 

q Charles Richter, president of the Richter 
Jewelry Co., Sixth and Main Sts., recently 
was elected to the board of control of the 


CINCINNAT 


Cincinnati Exchange Club. By placing 
large photographs of themselves at the 
club before election, Mr. Richter and the 
other two candidates that were elected won 
votes by presenting an impromptu musical 
program for the members. Another vote 
getter employed by Mr. Richter was dis. 
tributing to each member a $1.00 gift cer. 
tificate honored at his jewelry store. 

q The Northern Ohio Guild of the Ameri. 
can Gem Society held its regular monthly 
meeting on Tuesday, November 11 at the 
Hatch Building, Western Reserve Univer. 
sity. Dr. Henry F. Donner delivered an 
interesting address on “Diamonds: Where 
and How They Are Obtained.” In his talk 
Dr. Donner considered the locations of dia- 
mond deposits and the methods by which 
they are mined. 





Seized Diamonds Produce Money 
For Canadian Finance Department 


Canada’s first venture in the diamond 
market has netted the Canadian taxpayer 
$9,300. The five gems, seized after an un- 
successful attempt to smuggle them over 
the border in 1940, have been sold to three 
high-bidding wholesale diamond dealers 
after some 20 bids had been opened by 
Finance Department officials. 

The smallest diamond, 1.45 carats, sold 

for $1,000. The same dealer was awarded 
two other smaller diamonds for $1,100 and 
$2,000. The largest gem, weighing 3.86 
carats was knocked down for $3,100. The 
fifth diamond went to a third dealer for 
$2,100. The whole lot had been appraised 
at retail at $11,000. 
‘ Among the 20 bids collected by the 
RCMP was one from a woman who said 
she had never owned a diamond and 
wanted one. She enclosed the necessary 
good faith check and bid $500 for any 
one of the diamonds she might get at 
that price. 

Another bid was set at $25.01 more than 
the highest bidder. However, the ambitious 
tendered put-an overall top limit of $1,500 
for the lot. 

The diamonds were confiscated by the 
Department of Finance under a ruling 
of the Exchequer Court after they had 
been seized by Foreign Exchange Control 
officials from an Austrian woman en 
route by train from Toronto to New York 
City. 











DISTINCTIVE 
JEWELRY 
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THE D. JACOBS SONS CO. 
Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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JSA Plays Important Part 
Capturing Twilight Thief 


The important part the Jewelers Secur- 
ity Alliance plays in solving robberies and 
in bringing to justice the people who per- 
petrate these crimes was proven in the 
capture of an ex-convict whose raids on 
jewelry firms in midtown New York in 
recent weeks netted him $200,000 in loot. 

Aaron Benmosche, 60, a dignified look- 
ing drug addict, by using a piece of cel- 
luloid, was able to open snaplocks with 
such deftness that he never left a mark or 
his fingerprints in any place he purport- 
edly raided. Twenty-two jewelry firms in 
one district were burglarized between Oc- 
tober Ist and the middle of November. 
Diamonds, watches, jewelry and old coins 
have disappeared. 

Police officials and the Alliance noted 
that in each case the burglary occurred 
between 6:30 and 7:30 p. m. and that 
a well-dressed elderly man was noticed in 
robbed buildings at those hours. Rich- 
ard C. Murphy, counsel for the JSA, to- 
gether with a Pinkerton official and the 
New York Police, mapped a campaign to 
trap the thief. An alert from the JSA 
was sent to all members in the district and 
detectives and special patrols were as- 
signed to the area. 


On November 12 the trap was sprung 


on the llth floor of a loft building at 
22 W. 48th St., New York. H. Kolb, a 
polisher for the Z. Stein jewelry office on 
that floor was at work on that evening 
when the door opened. Thinking his em- 
ployer had returned, Kolb opened the in- 
ner office door only to be confronted by a 
man with a briefcase. When asked his 
identity, the stranger claimed he was a 
Holmes Agency inspector checking the 
burglar alarm. Kolb became suspicious 
and asked for credentials but the “in- 
dignant” visitor walked out. 

After shutting the office and hurrying 
downstairs, Kolb notified a policeman. To- 
gether they searched the building and 
found the fake Holmes man—Benmosche. 
For a while, the arrest was kept secret 





while authorities tried to pry information 
from him, but he refused to talk. Charged 
with burglary, possession of burglar’s tools 
and violation of parole, Benmosche threat- 
ened to sue for false arrest and refused to 
submit to search. However, a hypodermic 
needle, strips of celluloid and a parole 
card were found in his pockets police said. 

Benmosche’s picture was identified by 
persons in buildings where burglaries had 
occurred. These persons claimed he was 
the man around just before crimes were 
committed. Authorities in other parts of 
the country also made inquiries about Ben- 
mosche, police added. 

Benmosche’s previous police record 
shows he was first arrested in 1919. He 
was also sentenced to from five to ten 
years in December, 1938, for attempted 
burglary and a narcotics charge. 

Richard C. Murphy of the Alliance visit- 
ed Benmosche on November 19th. While 
there, Mr. Murphy learned that Benmosche 
believes his latest crime will sentence him 
to prison for life. Since his arrest, he 
broke the crystal on his watch and slashed 
the veins on his wrist in an attempt at 
suicide. A fellow prisoner noticed his 
bleeding wrist and notified officials, who 
thwarted his suicide effort. 


Newton Jewelry Co. of Arkansas 
Opens New Store in Fort Smith 


The Newton Jewelry Co., Fort Smith, 
Ark., held a grand opening November 1 
under the direction of W. W. Newton, 
manager. This store is the newest and 
most modern of six that make up the 
Newton chain, the others being located in 
McAlester and Oklahoma City, Okla., 
Joplin, Mo., and Waterloo, Iowa. 

The Fort Smith store features indirect 
and direct illumination by fluorescent, neon 
and direct types of lighting. The interior 
is done in several shades of. pastel blue, 
blending from a light blue at the ceiling 
to a deeper blue at the floor. The show 
cases are of blonde maple. At the rear of 
the store is a special china, glass and silver 
department, while the mezzanine floor con- 
tains the offices. 











NEW RETAIL ENTERPRISES 





Yaseen’s Jewelry Store, 1644 Halstead St., Chicago Heights, III. 
Edwards Jewelry Co., 16th and Harney Sts., Omaha, Nebr. 


Speights Jewelry Store, Brookhaven, Miss. 


Haden’s Jewelry Store, 926 Sheridan Road, Menominee, Mich. 


Waits Jewelry Store, Main St., Batavia, Ohio. 


Eddie’s Jewelry, 83 Main St., Akron, N. Y. 


Baxter Jewelry, 1107 Military Ave., Baxter Springs, Kan. 

Kay Jewelry Store, Franklin Square, Norwich, Conn. 

Parian’s Jewelry Store, Main and Harding Avenues, Clifton, N. J. 
Kirkman’s Jewelry and Gift Store, 1213 Meridian St., Anderson, Ind. 
Smith & Co., jewelers, 1620 Farnam St., Omaha, Nebr. 

Rowe Jewelry Store, 113 East Third St., Moscow, Idaho. 

Mayer’s Jewelry Store and Gift Box, 516 Second St., Antioch, Calif. 
Clements’ Jewelry Store, 220 S. Meridian St., Ravenna, Ohio. 

Ciro of Bond Street, 9620 Wilshire Blvd., Beverly Hills, Calif. 

Lee’s Jewelers, 334 Austin Ave., Port Arthur, Texas. 

Bluford Jewelers, 28774 Detroit St., Flat Rock, Mich. 

Reitz Jewelry Store, Yazoo Ave., Clarksdale, Miss. 

Rogers Jewelry Store, 2103 Front St., Cuyahoga Falls, Ohio. 

Max’s Jewelry Co., 6655 Van Dyke, Detroit, Mich. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 




















NOW, 


you can convert your #. 
old style, agate jaw \) 


[JE VIN 
POISING TOOL 


into an up-to-date Ruby Model. Our fac- 
tory will replace the old agate jaws with 
the new knife edge Ruby Jaws, 

full %4 inches long, for only . . .00 


LOUIS LEVIN & SON, INC. 


782 EAST PICO BOULEVARD 
LOS ANGELES 21, CALIFORNIA 














GEMOLOGY —- DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. Courses in 
all jewelers' merchandise except watches. 
Available under -G. |. Bill of Rights. 


GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
Dept. J-12 541 S. Alexandria, Los Angeles 5, Calif. 
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TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 








Toby Jugs and Lustreware 











: importers of 
.7 ENGLISH CHINA 


and 
EARTHENWARE 


Stock and Import 


EVILLE &€ €0., INC. 
Fifth Ave. New York 10, WN. Y. 
AL. 4-0104 




















ROYAL DOULTON 


English Bone China and Barthenware 


DOULTON and CO., Ine. 
Successors To 
WM. 8. PITCAIRN CORPORATION 
212 Fifth Ave. New Verk, N. Y. 











PAUL A. STRAUB & CO.., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 


Jasper ond Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedqwood & Sons, Inc. 
162 Fifth Avenue, New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 














MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S tronstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


INC, 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Hone China 


MYOTT'’S 
English Staffordshire Ware 
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Jewelry Division of Jewish Philanthropies 
Pledges 
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Plans for the annual dinner of the Jewelry Division of the Federation of Jewish Philanthropies 
held at the Essex House on the evening of December 2nd, were worked out at luncheon meet- 
ings, one of which is pictured above. Seated at the head table above, reading left to right, 
are: Benjamin Eichberg, Eichberg & Co., co-chairman; Stephen W. Hofman, co-chairman; M, 
Fred Cartoun, Longines-Wittnauer Watch Co., co-chairman; Milton Weill, Arrow Mfg. Co., 
co-chairman; Aaron Sverdlik, Robinson & Sverdlik, chairman; Henry Lambert, Lambert Bros, 
and Dave Kay, co-chairmen of the dinner; Lt. Col. Harry D. Henshel, Bulova Watch Co., 
co-chairman, and Alex E. Arnstein, Arnstein Bros. & Co., co-chairman. 


With the enthusiasm and good fellow- 
ship that has characterized the event in 
past years, more than 300 members of the 
Jewelry Division of the Federation of Jew- 
ish Philanthropies gathered at the Divi- 
sion’s annual dinner at the Essex House on 
the evening of December 2nd, and pledged 
wholehearted support to Federation’s $15,- 
000,000 campaign. At the dinner, which 
spells the yearly get-together of the jew- 
elry industry in this city, the Division’s 
quota of $525,000 was subscribed in gen- 
erous part, reflecting, in the words of 
Aaron Sverdlik, Chairman of the Division, 
“an awareness that Federation’s needs are 
greater this year than ever before.” 


GUEST SPEAKER 


Guest speaker at the dinner was Nor- 
man S. Goetz, President of Federation, who 
declared: ® 

“We have come to look upon Federation 
and its 116 hospitals, old age homes, 
child-care agencies and other welware in- 
stitutions as an integral part of our com- 
munity life. We are comforted in the 
knowledge that there is such a thing as 
a Federation hospital, for instance, ready 
to help us in our time of need. Federation 
for its part, rejoices in the knowledge that 
there is a large body of philanthropic- 
minded persons—exemplified by this gen- 
erous Jewelry Division—who are willing to 
keep the cause of Federation alive and 
uppermost. This year, because of the rise 
of operating costs to previously unheard of 
heights, we can only maintain our present 
level of services if everyone gives accord- 
ing to his maximum ability to give. In 
this way alone can we attain our record 
campaign goal of $15,000,000 for mainte- 
nance of Federation’s institutions of 
mercy.” 

Mr. Sverdlik paid tribute to his co- 
Chairman who had assisted him in the 
direction of the campaign. “Their able and 


unstinting leadership,” he said, “has made 
possible the astounding success of this 
campaign. They have set an example—not 
only for this division but for the entire com- 
munity—of social responsibility and _ per- 
sonal distinction.” Mr. Sverdlik’s co-Chair- 
men are: Alex E. Arnstein; Arde Bulova; 
M. Fred Cartoun; Benjamin Eichberg; 
Harry D. Henshel; Stephen W. Hofman; 
Benjamin Lazrus, Secretary of Federation; 
Jacob H. Schaeffer, and Milton Weill, co- 
Chairman of the Trades’ Organization 
Committee of the Businessmen’s Council 
of Federation. 

Mr. Sverdlik described the organization 
of the Division into trade committees. 
“This arrangement is proving most effec- 
tive in rallying the industry to the cause 
of Federation. I should like to express 
the appreciation of the entire industry to 
those who accepted the responsibility of 
leadership in these committees. Particu- 
larly, I would like to mention Mr. Cartoun, 
who is serving with distinction as Chair- 
man of the Watch Committee; Mr. Hof- 
man who leads the diamond men; Mr. 
Schaeffer, the manufacturers, and Mr. 
Henry L. Lambert, the distributors. 

Mr. Lambert and David Kay served as 
co-Chairmen of the dinner. 
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OBITUARY 


Epwarp BauMAN, 75, who has been . 


engaged in the jewelry business at Ste. 
Genevive, Mo., for a number of years, 
died in that city October 27. He is sur- 
yived by his widow and a son. 


GeorceE Fire, vice-president and general 
manager of the Union Plate and Wire 
Co., Attleboro, Mass., died at Sturdy 
Memorial Hospital in Attleboro on Octo- 
ber 10. Mr. Fife was associated with the 
rolled gold plate industry for approxi- 
mately 57 years, with the Union Plate 
and Wire Co. since its inception 35 years 
ago. 

Joun W. Fiournoy, Sr., 73, prominent 
jeweler of Shreveport, La., died Nov. 7. 
Mr. Flournoy, president of Flournoy & Har- 
ris, jewelers, organized that firm in 1927. 
For 25 years prior to that time he was 
associated with the jewelry firm of Hutchin- 
son Brothers, Shreveport, as_ secretary- 
treasurer. Surviving are his widow, two 
sons and two daughters. 


E:vin A. Gracossi, president of L. A. 
Giacobbi & Co., San Francisco, Calif., 
passed away at his home in San Mateo, 
Calif., on October 19. Mr. Giacobbi as- 
sumed his post in 1927 on the retirement 
of his father, Louis A. Giacobbi, who 
founded the firm in 1885. He is survived 
by his widow and a son. ! 


Epmonp G. Gitt, 59, owner of the W. A. 
Gill Jewelry Co. of St. Louis, Mo., died 
November 4. He had been with the firm, 
which was established by his father in 
1886, for more than 40 years, and became 
owner about ten years ago after the death 
of an older brother, W. A. Gill, Jr. 

ArtHur W. Jones, 68, a jeweler at Paris, 
Ill., died November 4 after a long illness. 
He was a native of Chicago and for a 
number of years was associated with the 
C. D. Peacock jewelry store in that city. 
Mr. Jones opened a jewelry store in Paris 
in 1926 and operated it continuously until 
he was forced to sell it last July on account 
of illness. Surviving are his widow and a 
daughter. 

Louis A. KrmBa.t, 85, associated with 
the Jewelers Board of Trade for 55 years, 
died November 5 at his home in Mount 
Kemble, N. J. Mr. Kimball] started with 
the Jewelers Board of Trade in 1890 as 
an outside investigator covering the Maiden 
Lane district in New York and in later 
years also covered the Newark, N. J. terri- 
tory until his retirement in October, 1945. 
He is survived by a daughter and a son. 

Hyman LANDAW, a member of Landaw 
Brothers, wholesale jewelry firm at Pitts- 
burgh, Pa., died October 29 of a heart 
attack. Mr. Landaw, a resident of Pitts- 
burgh for 44 years, had been engaged in 
the jewelry business there for 40 years. 
He is survived by a brother and a sister. 

FREDERICK W. MAHLER, 78, who was 
engaged in the jewelry business for many 
years died unexpectedly at his home in 
Raleigh, N. C., October 15, following a 
heart attack. Mr. Mahler, after completing 
his education, entered the jewelry busi- 
ness established by his father in 1853. 
In 1895, after his father’s death, he and 
a brother, L. A. Mahler, re-organized the 


FOR DECEMBER, 1947 





firm under the name of H. Mahler’s Sons. 
The latter continued in business for saore 
than 30 years. Surviving are his widow, 
two sons and a daughter. 

Lou KroL., for many years associated 
with the Longines-Wittnauer Watch Co. as 
a sales representative covering the mid- 
west, died suddenly in Harper Hospital, 
Detroit, on October 7. Since Mr. Kroll 
was actively covering this territory at the 
time of his last illness, the news of his 
passing comes as a great shock to his 


LOU KROLL _ 





many friends in the retail jewelry industry. 
He was born in New York and spent al- 
most all his business life in the jewelry 
industry. Mr. Kroll joined the sales or- 
ganization for Longines-Wittnauer in 1940. 
Previously, he was for many years asso- 
ciated with the Gruen Watch Co. in a 
similar capacity. 

JosepH P. Meurer, widely known in the 
diamond trade and former president of 
Saunders, Meurer & Co., 522 Fifth Ave., 
New York, died November 3 after a long 
illness. Mr. Meurer started his career in 
the diamond and precious stone business 
with John F. Saunders and so quickly ad- 
vanced in knowledge of the trade that he 
was taken in as a partner and remained 
with Mr. Saunders until his death in 1907. 
The firm was incorporated in 1906 and 
Mr. Meurer continued active as president 
and director in its affairs until illness 
forced him to retire. Surviving are his 
three daughters. 

Linn PAINE, 77, a salesman for more 
than 50 years for Mermod-Jaccard and 
King Jewelry Co., St. Louis, Mo., died 
October 15. He is survived by a sister. 

Tuomas A. WaLLIs, 62, a manufacturing 
jeweler associated with W. J. Block Co., 
22 West 48 St., New York, for 17 years, 
died November 3. Before joining the 
Block Co., Mr. Wallis had been with the 
W. I. Rosenfeld Jewelry Co., 602 Fifth 
Ave., New York, for 31 years. Surviving 
are his widow and a son. 





Internal Revenue Collections Down 


Internal Revenue collections of the 20 
per cent retailers’ excise tax on jewelry 
for September, 1947, amounted to $13,781,- 
406.93. This represented a decrease of $1,- 
383,531.61 under collection for September, 
1946. 

September collections showed a decrease 
of $577,860.12 under those for August, 
1947, when collections reached $14,359,- 
267.05. 
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ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
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MADE IN AMERIGCA- MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 
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THEODORE HAVILAND CO., INC. 
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KENSINGTON METAL — GLASS 
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EST. 1868 NEW YORK 


Gifts ... Dinnerware ... Service Plates 
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Office and Showroom Showroom 
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How to Make a Stem 


Third in a series of articles on watch repair, this one on 


threading a stem. Here, method of preparing stem for threading 


is eonsidered, together with method of cutting the detent slot. 


by HENRY B. FRIED 
Executive Secretary 


The Horological Society of N. Y. 


(Drawings by the author.) 


HE next operation towards completion of the stem is 

threading. Putting the threads on the stem precedes 
the cutting of the detent slot. The detent slot weakens the 
stem perceptibly and if this were attempted first, the sub- 
sequent strain of threading might break the stem at this, 
its weakest point. For the threading operation, a screw- 
plate is used. 


The stem, while still in the movement is then placed 
into the lathe again as shown in Fig. 15. At a point a 
little above the top of the winding pinion the sharp 
graver cuts a little groove (B). This point should corre- 
spond with the lower edge of the detent pin while in the 
winding position. 

At a point on the stem a little before it enters the move- 
ment a second groove is cut (Fig. 15A). This groove 
marks the lowest point where the threads may be cut. 


The diameter of the threads depends upon the threaded 
hole in the crown to be used. If the crown is at hand, the 
thread size may be determined easily by trial fits with 
some old stems of varying thread sizes until one fits. 
Then the diameter of this stem thread is noted and the 
portion of the stem to be threaded is turned down to this 
size while the stem is held in the lathe, the chuck grasp- 
ing the stem at the points “A” and “B” in Fig. 15 and 
the square well inside the chuck. 


The same sample thread that was trial fitted into the 
crown is now tried in the many holes in the screwplate 
until the hole in which it fits snugly is found. This hole 
in the screwplate will be used to thread the stem. Figure 
16 shows how the stem should be threaded. The left 
hand grasps the headstock as shown while the right hand 
holds the screwplate so that the stem may be eased into 
the selected threading die hole. A little clock oil is used 
as a lubricant. The actual threading is done most cau- 
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tiously as the threads are thin and delicate, stripping 
easily. The screwplate is twisted a quarter turn on the 
stem or rather the headstock is twisted a little towards the 
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Fig. 15. Location of the graver cuts on the 
stem, marking thread limit at A and lower 
edge of the detent pin when in position (B). 


operator and the screwplate moved a little bit away. This 
process is then reversed or unscrewed halfway back again. 
This backward motion is to break off any chip that might 
later clog the threads. The threading is done in these 
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Watch yr 
ULLAL ee Master 


I want to express my complete satisfaction with our 
Watchmaster, writes Sargents Jewelry; Paris, Texas, 
and adds, "We have advertised extensively and watch 
repair work has picked up immensely—with more, 
satisfied customers and with considerable saving of 
time. How did I get along without it?” 


It's the same story all over. Accu- 
rate diagnosis of watch troubles 
and speedy, dependable watch- 
rating with the WatchMaster. 


WRITE FOR "2-WAY" PROFIT PLAN 
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S80 FIFTH AVENTE NEW as @ we  - : 


Distributors of. Western-Electric Watch-rate Recorders 
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gradual stages a quarter turn or less ahead and a back- 
ward one eighth or more turn to clear the chips. 

About every full three or four threads the screwplate 
is cautiously unscrewed and removed for the purpose of 
cleaning out the chips. The stem may be cleared by 
having the lathe reversed and holding a piece of cork 
against the slowly revolving stem thread. 

When the screwplate is returned for the continued 
operation, it should be lubricated again. The same pro- 
cedure is followed until the desired length is threaded. 
Some screwplates, especially older and those worn out a 
bit, half cut the threads and partially squeeze the metal 
into a thread shape similar to knurling. Therefore it is 
not uncommon to finish the threading operation and upon 


Sie Fig. 16. Threading stem by 

\ means of a screwplate (shown 
here as cut away). Care must 
be exercised to avoid chips 
which might strip threads. 





checking to find that the diameter is thicker than it was 
before threading. Some watchmakers recognize this and 
purposely turn the threading shaft .05mm thinner than 
required so that they might finish with a correctly 
gauged thread. In Fig. 16, the screwplate is shown cut 
away, indicating the method of threading. 


CUTTING THE DETENT SLOT 


The last operation in making the stem is cutting the 
slot or groove for the detent. This slot must be cut wide 
enough to permit the detent pin to enter without binding. 
If it is too wide, the slot will not be able to push the 
detent back into the winding position after it has been 
set. The slot must be deep enough to permit a little 
freedom between the tip of the detent pin and the bottom 
of the slot. If it is cut too deeply, this will materially 
weaken the stem. If it is not cut deep enough, the detent 
pin may bind in the slot and may break the detent screw, 
or it may not have enough of a purchase on the stem to 
hold it and set the dial train in motion. 

The slot must be cut so that the detent assumes the 
correct position when it is at rest (in the winding posi- 
tion). If the slot is cut too far up the detent will force 
the clutch lever and clutch wheel out of engagement with 
the winding pinion. 

Figure 15B shows how the first markings are taken. 
Here the groove is cut at the point where the detent pin 
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contacted the stem. Figure 17A shows the light marking 
groove cut with the detent pin over it. The dotted lines 
extending down in Fig. 17B indicates the proper width 
of the cut to be taken. Also, the detent is shown in the 
slot properly cut and illustrates the side and endshakes 
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Fig. 17. (A) Detent pin groove on stem is 
located with stem in position. (B) Proper 
width of cut. (C) Cutting tool to be used. 


permitted in this slot. Figure 17C shows the tool which 
is used to cut this slot. 

The detent slot is cut with a “parting tool” shown in 
Fig. 18. This tool may be made from any high grade 














| | BOTTOM 


Fig. 18. “Parting tool" used to cut the 
detent slot in stem is quite easily made. 


steel shaped to the proportions shown in this illustration. 
The dimensions are based upon the necessities and mea- 
(Please turn to page 338) 
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ATCH DIFFERENCE—How can I tell the difference 
between a cylinder watch and a duplex? An old | 
one here is argued to be cylinder by one watchmaker, 


and duplex by the other workman. (Question No. 5992) 
Gs. N. 


Answer—tThe cylinder escapement has a hollow steel 
tube cut away partly for the escape-wheel teeth to pass 
through the edges of the cut portion acting as “pallets” 
for the teeth to press against to give the balance im- 
pulse. The tubular cylinder acts as balance staff. The 
duplex escapement has a solid steel staff on it a roller 
with an impulse-pallet to receive pressure from a set of 
teeth standing vertically from the escape-wheel. Another 
set of teeth horizontal, act in locking the escapement 
between impulses; to allow these to pass during impulses, 
a vertical slot is cut in the balance staff. 


FREMOVING FUZEE—In an English watch here for 


order, the brass ratchet-wheel in the fuzee is dam- 
aged, and in another old fuzee I have a ratchet same 
diameter and in good order. But I see no way to remove 
old one. How is this done, also how to fasten new one 


in? (Question No. 5993) L. W. 


Answer—With a knife-blade with point slightly 
rounded in outline, then sharpened, push this under an 
edge between ratchet and fuzee-recess, and pry the 
ratchet off of the two brass pins that will be disclosed 
in doing this. Turn off the pins. Press the new ratchet 
flat into the recess, with a staking-tool punch. Drill two 
new holes through ratchet into the fuzee, and fit brass 
pins closely in the holes. Turn off surplus of pins above 
the ratchet-top. The new holes must not run into the 
old ones; to avoid this, draw lines through the old holes, 
in the recess, extending outside the diameter of the 
ratchet and put the new holes in radial positions well 


clear of the lines. 
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HOW SHALL I-? 


QUESTIONS 
AND 
ANSWERS: 





OLISHING GRAVERS—Is there an advantage in pol- 
ishing gravers used for turning staffs, like we do for 
engravers’ gravers? (Question No. 5994) J. A. 


Answer—No; in fact, gravers with cutting edges left 
as finished on hard Arkansas oilstone, will cut staff steel 
better than if they were highly polished. 


HRONOGRAPHS—Is there a difference between a 
chronograph and a split-second watch? In manu- 
facturers catalogs it seems that these words mean the 


same thing. (Question No. 5995) D. B. 


Answer—As applied to watches (not astronomical 
instruments), chronograph means a watch with a center 
or sweep-seconds hand indicating seconds, read on the 
minute-circle of the dial. A split-seconds watch (often 
described as a “split’”’), is a chronograph with two sweep- 
seconds hands. Nowadays, either of these is understood 
to have for each of the hands, the start-stop-and fly-back 
mechanism. A chronograph has also the regular hour 
and minute dial hands; one without these is called a 
“timer.” The original device called chronograph was, 
and is, the instrument used by astronomers with a rotat- 
ing paper-covered drum on which a pen makes marks 
recording the time of an event, like the transit of a star 
over a meridian, for determining time, etc. 





= SOLDER—For making a contact in an 
electric clock, I need to get a little ball of soft solder 
on the end of an insulated wire, but am afraid heating 


the wire to take solder strongly, will burn the insula- 
tion. Is there any trick to get around this? (Question 
No. 5996) R. S. 

Answer—Yes; it will not be necessary to apply high 


heat to the wire if you will follow this procedure: Heat a 
copper soldering-iron well, fastened in your bench-vise 
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Ma) tor the first time... 


I know exactly what’s going on in 
each department of my jewelry store. 
Know where best to build profits. 
Where to cut losses. 


‘T can pick without guesswork the 
right goods and services to promote by 
display or advertising. And I have complete; 
accurate day-to-day figures on each clerk’s 
sales activities. 


‘Beyond which, I now have in detail 
- all those other figures I need for the 
complete control of my business. 
Thanks to my new National Cash Register 
System, I’m running my business today, in- 
stead of letting it run me! 

‘And running it so much better than it 
ever ran before. So much more to the satis- 
faction of all concerned—my customers, 
my clerks, and myself!”’ 


You, too, might profit by the better 
service and the more complete control made 
possible through the use of a National 
Cash Register System designed expressly for 
jewelry stores. Your local National repre- 
sentative will show you how the right 
| National Cash Register System will enable 
a you to record and control lay-away and 
installment plans more effectively... speed 
service to Customers... and give you better 
records, while saving you both time and 
money. Or, write to The National Cash 
Register Company, Dayton 9, Ohio. 

Sales and Service Offices in over 400 cities, 


| SS 





SEE THE NATIONAL CASH REGISTER FOR JEWELRY STORES 


This National Cash Register is designed for use in jewelry stores. It will enable you 
to know how your profit-building specialty items are selling. It records sales made 
in each of five departments, and provides individual cash drawers and totals for 
each of four salespeople. It also shows a total of money paid out. In addition, 
the register prints a receipt, or certifies a sales slip, on every transaction. Specially 
designed models for time-payments sales are available for stores using this plan. 


THE NATIONAL CASH REGISTER COMPANY 
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or otherwise, so it need not be handled. Apply powdered 
rosin or any other good flux to the copper, and immedi- 
ately rub on it a piece of solder, half lead and half tin, 
sold as “half-and-half.” The melted solder will settle 
into a drop on the under side of the copper. Apply flux 
to the wire-end; hold it a moment against the upper part 
of the copper, then dip the end into the melted solder, 
and quickly withdraw it; a ball of solder will be firmly 
on the end of the wire. Re-dipping this ball in the solder 
will make it larger, if so desired. 


(LEANING MERCURY—We bought a fine old Seth 

Thomas regulator clock, with a mercury pendulum, 
with two glass jars for the bob. The mercury has a dull 
dirty look. Is there any way to make it bright. (Ques- 


tion No. 5997) I. R. S. 


Answer—In cleaning mercury, some varieties of the 
leather sold usually as “chamois skin” or “wash-leather,” 
may be used as a strainer or filter. The mercury is poured 
into a pocket of this leather made by laying it over a 
funnel, then gathering the leather up into a bag with 
the mercury inside, and squeezing the bag so that the 
mercury is forced through the leather. If this does not 
make the mercury clean, you may fall back on a wash- 
ing procedure. Fill a corked bottle with a mixture, half- 
and-half, of some of the mercury and any good watch- 
cleaning solution. Shake thoroughly, pour off the solu- 
tion, then pour the mercury a portion at a time into a 
glass pan with clean blotting paper or chemists’ filter- 
paper on the bottom. Repeat this as long as the paper 
will take up any moisture from the mercury. 


~ bree COATING—What is an easy way of prevent- 


ing hard, tough, black coating forming on a piece 


of steel when I harden it? (Question No. 5998) J. Mc. 


Answer—Probably the handiest way is to rub over 
the steel, a coating of moist soap. As the steel is then 
brought to a red heat, the soap forms a film that keeps 
the air from contact with the hot metal, which prevents 
oxidation. If you have this job to do often, it is a 
time-saver to keep on hand a jar containing a moist thick 
paste of soap and water, ready to apply. 


yy sure enough, now in the first “R” month, in 

came a lady with the “pearl” that she found in an 
oyster-stew, and, the way she looked after I told her it 
isn’t a pearl, I’m afraid she doesn’t believe I told her the 
truth. Please publish something on this, that we can 
show any others, because from past experience, there'll 
be more of them during the season. This one said she 
read in a newspaper about a “pearl” that a jeweler paid 


$500 for! (Question No. 5999) P. E. L. 


Answer—We hope this statement may help you, if the 
question of veracity or technical knowledge turns up 
again: Gem-pearls are never found in the varieties of 
clams or oysters used here for food. It could be true, 
as newspaper stories have said, that someone paid a high 
price for an oyster-stew pearl, but all that this would 
prove would be that someone made a very foolish pur- 
chase. The truth is that the stone-like objects sometimes 
found in edible shell-fish are not pearls, and have no 
value in the gem-markets. 
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HOW TO MAKE A STEM 
(From page 334) 


surements of the detent slot. The tool may be ground to 
size and tempered for cutting use. The better the finish 
of the cutting edges of this tool the better and cleaner 
will be the cut. 

The stem is held in the lathe chuck by the upper plate 
bearing hub and the square sticking out of the chuck, 
The cutting tool is presented to the stem as shown in 
Fig. 18 with the “T” rest as close to the stem as possible 
to relieve the strain upon the cutting tool. The slot must 
have square sides and corners if a positive setting action 
is to be obtained. The stem having been previously tem. 
pered no additional hardening or tempering is needed, 


QUESTIONS 


1. When does it become necessary to make a new stem? 

2. What are the two bearing surfaces on the stem? 

3. Why must the winding pinion have a good fit on the 
stem? 

4. How long should the pilot pin be made? 

5. Of what material should the stem be made and how 
is it tempered? 

6. What is a filing fixture and how is it used? 

7. When the square is “free-filed” what method is used 
to keep the square centered with the pilot pin? 

8. How is the square assured and where on the lathe is 
the index pin? 

9. What is the result of a stem with a square that is 
tapered? Too thin? 

10. Describe how the slot is cut and what factors de- 
cide the place, width and depth of the cut and what tools 
are used for the slotting operation. 


SUMMARY 


1. A worn bearing hole in the movement may necessi- 
tate a new custom built stem. 

2. High carbon steel hardened and annealed to a deep 
blue color should be used. 

3. The thickness and length of the pilot pin and the fit 
in the bearing hubs are most important for the new fit. 

4. The square may be cut with a milling attachment or 
filed with a filing fixture. An acceptable square may be 
filed without any fixtures by very skilled watchmakers. 

5. The dividing or index plate generally has sixty holes 
with four quarter holes. Into these holes the index pin 
is placed to lock the headstock. 

6. The safe edge of a fine file is held toward the lathe. 

7. The square should not be tapered ‘or left too thin. 

8. The square may be finished by stoning with an 
Arkansas oilstone slip. 

9. The threading is done in gradual stages with fre- 
quent cleaning of the screwplate and the threads. 

10. The detent slot is cut with a parting tool made just 
for that purpose. The depth and width are dependent 
upon the diameter of the detent pin. 
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Practical Benchwork for Horologists............ Levin 
Practical Watch Repairing................... De Carle 
Horologist’s Loupe... .. Horological Society of New York 
Modern Watch Repairing and Adjusting............. 

Bowman and Borer 


The Watchmaker’s Lathe .................. Goodrich 
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to build up your business 











SuccessruL jewelers all over the 
country have proved that the store that 
has a pleasing face—that is modern and 
inviting, both outside and inside—in- 
variably attracts the most customers, 
makes the most sales, shows the greatest 
profit. 

Capitalize on the “power of a pretty 
face.” Remodel your store now with Pitts- 
burgh Glass and Pittco Store Front Metal. 
These products are the recognized leaders 
among materials for jewelry store mod- 





YOU GET THE JUMP on com- 
petition when you modernize 
your store—inside and out— 
with Pittsburgh Glass and 
Pittco Store Front Metal. This 
jewelry store in New Orleans, 
La., used Pittsburgh Products 
to give it real eye-appeal 
and profit-pull. Architect: 
Murray M. Pearistein. 


cooperate in every way possible. And, if 
you wish, you can arrange for convenient 
terms through the Pittsburgh Time Pay- 
ment Plan. 

Right now, send for our FREE booklet 
which illustrates and describes many Pitts- 


ernization. Your architect is familiar with 
Pittsburgh Products, so consult him for 
a well-planned, economical design. We'll 


burgh Glass and Pittco Store Front Metal 
modernization jobs. ‘The coupon below is 
for vour convenience. 





Pittsburgh Plate Glass Company 
2382-7 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of your 
brochure, ‘“‘How Eye-Appeal—Inside and Out—-Increases Retail Sales.” 


“PITTSBURGH 


STORE FRONTS 
AND INTERIORS 
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ELGIN-AMERICAN OPENS NEW WEST COAST OFFICES 





Showcases, unique shadowboxes, desks, upholstered pieces, draperies, and wallpaper in the 

new Los Angeles showrooms of Elgin-American were all mustom-made. Functional modern 

design keynotes decor. Western influence is seen in the cowhide upholstery and gay 
California colors. 


The new Los Angeles branch office of 
Elgin-American, makers of fine compacts, 
cigarette cases, and dresser sets, were 
oficially opened with a three-day house 
warming party on October 27 to 29. This 
is the fourth in the chain of Elgin-Ameri- 
can district offices in strategic sales centers 
throughout the country. 

Allan B. Gellman, president of the firm, 
and W. B. Evans, director of sales, flew 





out for the opening event and for the pre- 
miere of Elgin-American’s new radio show, 
“You Bet Your Life,” featuring Groucho 
Marx as master of ceremonies, which is 
broadcast over a national network every 
Monday night from 9:00 to 9:30, Pacific 
Coast time. 

Managed by L. E. Simmons, the Pacific 
Coast offices will serve dealers in the 11 
Western States. 





L & R Offers Lathe Motor 
In Polished Aluminum Finish 





A polished aluminum lathe motor to 
match its chrome plated and _ polished 
watchmakers’ lathes has recently been 
placed on the market by the L. & R. Mfg. 
Corp. The motor, which is being dis- 
tributed by wholesalers of watch material 
is priced at $33 complete with a three- 
step pulley, foot rheostat and reversing 
pitch. 

It is rated 1/10 H. P. at 5,000 RPM, 
operates on either AC or DC current, and 
features a spindle with % in. shaft ex- 
tending in both directions and double 
shielded ball- bearings. Its outside diameter 
is 3% inches. 

Additional details may be had by writ- 
ing to the manufacturer, whose address 
is 577 Elm St., Arlington, N. J 
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Bron-Shoe Company Featured in 
“American Magazine" Picture Story 


Appearing in the October issue of Ameri- 
can magazine is an interesting story of 
the birth of an “infant industry”—the 
bronzing of baby shoes. 

How the bronzing of one pair of her 
own baby’s shoes started, Mrs. Samuel 
Shinbach, founder of the Bron-Shoe Co., 
of Columbus, Ohio, on an idea that led 
to a million-dollar volume business em- 
ploying 125 people and serving thousands 
of dealers throughout the United States, 
makes a fasinating story. 

Today, in addition to baby shoes, this 
firm preserves in bronze, silver and gold 
many varied items of sentimental value— 
G.I. shoes, toys, rubber dolls, golf balls, 
prize ears of corn—even cigar butts—each 
with a story all its own. The present head 
of the business is Mr. Shinbach, who took 
over its active operation in 1933. 





New "“Electro-Shav" Razor 


Electro-Shav Division, H. D. Campbell 
Co., Rochelle, Ill., is introducing for 
Christmas trade a new deluxe model 
“Rhythm Blade” electric razor. Attrac- 
tively packaged and with ivory finished 
plastic handle, matching cord, and nickel 
plated head, it will retail for $9.75. 

The razor is being advertised in several 
leading national magazines. 





Wallace Announces Promotions 


The appointments of John F. Banks as 
assistant general sales manager of R. Wal. 
lace & Sons Mfg. Co., and Lynn D. Hepin. 
stall as assistant sales manager in charge 
of the West Coast have been announced 
by Donald W. Leach, vice president and 
general sales manager. 

Mr. Banks will continue as sales manager 
of the hotel division in addition to his 
new duties. Mr. MHepinstall succeeds 
Charles G. Baumle who was recently ap. 
pointed general works manager of the Wal.- 
lace factory. 

“Jack” Banks joined the Wallace or. 
ganization in 1927, being assigned to the 
mid-west division as a hotel hollowware 
salesman. In 1941 he was transferred to 
the home office to become assistant sales 
manager of the eastern division. Shortly 
thereafter he was appointed sales manager 
of the eastern division, and, later, sales 
manager of the hotel division. 

Mr. Hepinstall has been connected with 
the silverware industry as a salesman for 
over twenty years, joining the Wallace or- 
ganization in 1945 to sell plated hollowware 
in the southwest. He served during the 
first World War in the Army Air Service, 
and during World War II was district 
price liaison officer for the OPA in Hous- 
ton, Texas. 





Kreisler Promotion Features 
New "Harmony Collection" for Men 





“Designed to go with whatever he wears” 
is the sellng theme of the new “Harmony 
Collection” of men’s jewelry recently in- 
troduced by the Jacques Kreisler Mfg. 
Corp., North Bergen, N. J. 


The largest Christmas advertising cam- 
paign ever scheduled by Kreisler is plan- 
ned to promote the new line. It will tell 
consumers not only “where to buy” but 
also “why to buy” men’s jewelry as an im- 
portant accessory to good grooming. 

Kreisler has prepared a colorful 12-page 
promotion book which is being mailed to 
its retail jewelers and is also providing a 
full color window display at no charge. 
The display which is pictured above, simu- 
lates an open book on which three attract- 
ively packaged men’s jewelry sets are 
mounted on the left-hand page with a full 
color illustration on the opposite page fea- 
turing men’s suiting fabrics which harmo- 
nize with the merchandise. 

Full-color folders for the counter or 
for use as package inserts or mailing 
pieces are also being supplied. 
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Mr. JEWELER: 


We will prove it. 


 Ponden~s 
Graduate Watchmakers 


We will protect you 
with a $100.00 Bond 


on our graduates 


Today there are entering the trade, graduates of schools 
with various qualities of workmanship. Some jewelers 
have had sad experiences with these poorly trained 
students. 

Due to this existing weakness we want the opportunity 
to prove our superiority in training of good men and 
women who are capable of repairing and rating cus- 
tomers’ watches in all positions to WATCHMASTER 
perfection. 

If, therefore, any graduate of W. P. H. I. that is placed 
with you and recommended by us as capable of meeting 
yeur requirements does not fulfill your expectations 
after two weeks, we will protect your loss up to $100.00 
with our Cash Bond. 

To date we have not found this necessary as our 
recommended students are capable mechanics. 


Western Pennsylvania 


Horological Institute, inc. 


ACCREDITED BY THE 
NATIONAL COUNCIL 
OF TECHNICAL SCHOOLS 
WASHINGTON, D. C. 


@ Nationally accredited by the United Horological Association 
of America. 


e Licensed under the private trade school law of Pennsyl- 
vania by the State Board of Vocational Education. 


e Approved School for Veterans Training under the G.I. Bill 
of Rights. 


The World's Largest Watchmaking School 
William O. Smith, President ‘and Technical Director 








1. Tops in teaching watchmaking 
2. Finest school training 
3. Capable Proficient Graduates 


| 4. Most completely equipped school in 
the World. (over 48 Watchmasters) 


Our Watchmaster curriculum compiled under the 
supervision of Charles Purdom, Author of Scientific 
Timing. 

For further information wire or write at once. 


Western Pennsylvania Herological Institute, Inc. 
Dept. J-2 807 Ridge Avenue Pittsburgh 12, Pennsylvania 
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OFFER THE UNUSUAL 


Those who set the pattern of better 
living look for gift purchases that 
are out of the ordinary. 
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By featuring the incomparable 
charm and distinction of Revere 
Clocks, you can strongly bid for 
the patronage of this trade, so 
important in its influence. 


Every Revere Clock offers the soft 
music of Westminster Chimes, the 
beauty of distinguished design, the 
modern electric timekeeping accu- 
racy of the Telechron Motor. Your 
request will bring a catalog. 


THE REVERE CLOCK CO. 
CINCINNATI 6, OHIO 


Despite much costlier manu- 
facturing there is only 20% 
difference between now and 
pre-war Revere prices. 





FLOOR CLOCK shown is the 
MONMOUTH. Honduras Ma- 
hogany case is 78" high. 
Moon Dial. Westminster 
Chimes. Retails for $515 
plus tax. 





MANTEL CLOCK is the smart. 
modern R-939. Westminster Chimes. 
Retails for $50 plus tax. 


NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
SAN FRANCISCO SHOWROOM: 705 Merchandise Mart 
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Longines Brochure Wins Highest 
Award for Direct Mail Piece 





The “Best of Industry” award in the 
1947 Direct Mail Competitions sponsored 
by the Direct Mail Advertising Association, 
has been awarded to the Longines-Witt- 
nauer Watch Co. for its de Luxe Presenta- 
tion watch brochure. 

Printed in six colors and gold, and 
pebbled and varnished throughout, the 
brochure announced a new series of Presen- 
tation watches—the finest, Longines says, 
it has ever produced. 

The brochure’s cover features a repro- 
duction of the famous Sully portrait of 
Queen Victoria which hangs in the Metro- 
politan Museum of Art. The book is so 
designed that it can be used as either a 
window or counter display and also as a 
jeweler’s selling catalog. 

The quality of this brochure, its ship- 
ping container and its unique gold-scrolled 
label all contribute to making it an out- 
standing piece of commercial literature 
which fully merits the honor that has been 
bestowed upon it. 


a 


"Kingsley Plan" Pulls Big Response 


Response to the “Kingsley Plan” an- 
nounced to the trade in September, has 
been overwhelming, with a flood of in- 
quiries' coming in from retailers all over 
the country, according to J. E. Carrters, 
Sales Manager of the Kingsley Stamping 
Machine Co. . 

This response, says Mr. Carrters, shows 
that retailers are alert to the need for new 
merchandising plans to promote sales and 
to increase profit with minimum expense. 

The “Kingsley Plan” is a method of mer- 
chandising through monogramming. Stamp- 
ing of names and monograms on such items 
as writing papers, small leather goods, and 
fountain pens enhance their sales appeal, 
resulting in improvement in unit sales and 
higher profits. 

The Kingsley Company itself does not 
sell the merchandsie to be monogrammed, 
but only the equipment for doing the 
stamping. However, the company is con- 
stantly scanning the market in search of 
suitable new items for this purpose, and 
all retailers operating under tae plan are 
kept informed of such govds and their 
sources of supply. 

Full details of the plan are available 
from the Kingsley Stamping Machine Co., 
1606 Cahuenga Blvd., Hollywood 28, Calif. 
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New Book of Master Type 
For New Hermes Egraver 


The revised 1948 edition of “Master 
Copy Type,” a booklet showing the type 
faces available for the engraving of jew- 
elry, cigarette lighters, compacts, pens, sil- 
verware, etc., on the New Hermes engrav- 
ing machine has just come off the press. 

Included are a number of newly-de- 
signed alphabets in open-letter and shaded- 
letter styles which are especially recom- 
mended for jewelers who want something 
“just a little different.” Other types in- 
clude various styles in block letters, script, 
and Old English. The booklet recommends 
to jewelers certain type faces for names 
and initials on small objects and others 
for large size merchandise. 

The alphabets are furnished in the form 
of brass templates whose lettering is re- 
produced mechanically on the article to 
be engraved. The resulting inscription is 
said to resemble hand engraving so closely 
that they are almost indistinguishable. 

The folder is available at New Hermes, 
Inc., 13 University Place, New York, who 
state that all alphabets shown are avail- 
able for immediate delivery. 





New 14-Kt "Shah" Jewelry 
Introduced by Pratt & Wollman 


Pratt & Wollman, Inc., makers of gold 
and platinum jewelery for many years, 
have introduced a new line of 14-karat gold 
jewelry, which has been given the brand 
name of “Shah.” 

Each piece of jewelry in the new line 
bears an individual tag of 14-karat gold 
topped with the silhouette of the minaret 
of a mosque and inscribed: “Shah—ex- 
clusive 14-karat gold.” 

The first item to be introduced in the 
newly designed line is an adjustable, 14- 
karat gold necklace with a patented lock 
on each end, hidden under a delicate gold 
bow. By locking the bows in various posi- 
tions on the necklace, it can take on any 
shape from pendant to choker, or can 
double as a simple or an intricate bracelet. 

This basic necklace retails at about 
$265. Variations on the theme are also 
available, using sumptuous settings and 
precious stones instead of the little gold 
bow, ranging in price to about $1000. Com- 
panion pieces, earrings and brooches, are 
available with any necklace. 





New Ring Case by Arrow 





Above is a versatile new ring case recently 
introduced by the Arrow Mfg. Co., promi- 
nent manufacturers of jewelry and watch 
boxes and displays. The case is made of 
wood with a covering of leatherette, and 
contains seven removable trays of various 
sizes covered in green velvet. The design of 
the unit is such that it can be used as 
either a salesman's carrying case or by the 
retail jeweler displaying rings in the store. 





Most of "Bowl" Trophies 
Are Made by Dodge, Inc. 


Dodge, Incorporated, Chicago trophy 
manufacturers, have already received orders 
for almost all of the 30 New Year’s day 
bowl awards, the company states. For 
many years, Dodge has made such national. 
ly famous trophies as those for the Rose 
Bowl, the Sugar Bowl, the Orange Bowl 
and the Cotton Bowl. Now added to the 
list are the Sun, Will Rogers, Alligator, 
Corn, Cream, and Great Lakes bowls. 

Among the well-known trophies made by 
this company, are the famed Hollywood 
Oscars, the Hawthorne Gold Cup, the 
original Golden Gloves trophy, the Miss 
America Award, the Henry Ford Safety 
Award, and many others. The company’s 
home office is at 706 North Hudson, Chi- 
cago, Ill. 





A New Bracelet for Little Girls 





Newest number in the “Admiral” line of 
bracelets, manufactured by M.F.G. Watch 
Band Co., Inc., New York, is the “Little 
Lady” expansion bracelet for little girls. 
The bracelet has 1/20 12K gold filled top 
and stainless steel back, and features 
heart-shaped birthstones for every month 
of the year. 

The appeal of the product is enhanced 
by its attractive packaging. The bracelet is 
mounted on a velvet-covered base, with 
domed top of transparent plastic, afford- 
ing full view of the bracelet and bearing 
the words “Little Lady” in gold. This 
base fits snugly in a pasteboard box with 
a tasteful flowered design. To step up the 
gift appeal, each “Little Lady” bracelet is 
accompanied by a gay little illustrated 
folder containing an appropriate gift verse 
and providing space for the inscription of 
the names of both recipient and donor. 





Helbros Wins Navy Citation 
For Help to U. S. Naval Reserve 


For service rendered to the United 
States Naval Reserve during 1947 on the 
Helbros radio. program “Quick As A 
Flash,” the Helbros Watch Co. has been 
awarded a United States Navy citation. 
In an accompanying letter to William 
Helbein, Helbros president, signed by 
Rear Admiral Felix Johnson, Mr. Helbein 
was told that the citation was awarded 
in appreciation of Helbros Watch Com- 
pany’s outstanding contribution to the suc- 
cess of the Reserve enrollment program. 

“In the five years Helbros has been on 
the air with its coast-to-coast network ra- 
dio program,’ Mr. Helbein says, “it has 
always been our policy to devote time to 
worthy causes. We are glad that we are 
able to help the Naval Reserve enrollment 
program, as well as other national proj- 
ects, by putting their message before the 
millions of people who listen to the Hel- 
bros radio program each week.” 
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"THE OLD RELIABLE” 


WESGO PLATING OUTFITS 


You can't go "Wrong" on the time-tested Wesgos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 


Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street @ San Francisco 7, Calif. 
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Distributed 
thru the 
W holesaler 


GILBERT alarm CLOCKS 


manufactured and guaranteed by 


THE WM. L. GILBERT CLOCK CORP. 


CLOCK MAKERS TO THE NATION SINCE 1807 
WINSTED, CONN. 


Laconia, N. H. 
551 Fifth Avenue 141 W. Jackson Blvd. 
New York 17, N. Y. 


Chicago 4, Ill. 
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Miss America Chooses "Keepsake" 
For Her Engagement Ring 





Selecting the ring. Left to right: Mr. Ellis of 

Ellis Jewelers, Charleston, Mo.; Dr. John V. 

Hummel and Barbara Jo Walker, Miss 
America of 1947. 


Barbara Jo Walker, charming Southern 
belle who was selected “Miss America for 
1947,” is that rather unusual type of girl 
who turned down movie, stage and pub- 
licity offers with all their glamour and 
fanfare because she preferred to remain 
with her fiancé and make a happy marriage 
her career. 

Following her return from winning the 
contest at Atlantic City, she and the lucky 
man, Dr. John V. Hummel, have selected 
the engagement ring at the local jeweler’s 
—J. E. Ellis, Jr., of Charleston, Mo. The 
ring that they chose was a “Keepsake” 
with an emerald-cut diamond in a platinum 
mounting. “Keepsake” is the product of 
the A. H. Pond Co., Syracuse, N. Y., who 
are justly proud that one of their rings 
was the choice of “Miss America.” 

Chosen from among hundreds of. con- 
testants as the Miss America of 1947, Bar- 
bara Jo Walker is truly typical of the lovely, 
wholesome American girl of today. She is 
typical in her tastes, too. She likes sports, 
enjoys dancing, and follows joyously the 
traditional engagement and wedding cus- 
toms which generations of America’s love- 
liest brides have established. 


Brullhard Joins Gruen Watch Co. 


Otto Brullhard has been engaged by the 
Gruen Watch Co. and has been placed in 
charge of operations at the factory in Mt. 
Vernon, N. Y., recently purchased by 
Gruen. He is currently engaged in enlarg- 
ing and re-equipping that plant. 

A native of Switzerland, Mr. Brullhard 
was educated as a mechanical engineer in 
that country, where after services with 
several watch manufacturing concerns, he 
established his own company for the manu- 
facture of watchmaking tools and dies. 
This business was bought by Bulova in 
1931 and Mr. Brullhard joined that com- 
pany, coming to America in 1934. He has 
recently been in charge of movement manu- 
facture at Bulova’s Woodside plant. 








Markwell Tackmaster 


The Markwell Mfg. Co., 200 Hudson St., 
New York, has redesigned its stapling ma- 
chine, the “Tackmaster,” to increase op- 
erating efficiency. The latest models are 
equipped with a stronger and more durable 
handle which increases the driving power 
of the staples. Another new feature is an 
automatic lock which can hold the handle 
in a position so that the unit easily fits 
into the operator’s pocket. 

The unit is complete with tack (staple) 
remover and its staples having either 3/16 
or 5/16 legs can be driven along narrow 
edges and in places difficult to reach. 
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Holzer Watch Co. Announces 
Future Plans for Tissot Watches 


L. G. Weibel, Sales Manager for the 
Tissot watch factory in Switzerland visited 
ths country last month for a series of con- 
ferences with executives of the Holzer 
Watch Co., sole distributor of Tissot 
watches in the United States. Also par- 
ticipating were Joseph A. Holzer who has 
the agency for Mexico, and Kenneth Hatch 
who handles the line in Canada. 

Much of the discussion had to do with 
the problems of production and deliveries, 
since, according to Mr. Weibel, the Tissot 
factory already has on its books a backlog 
of orders that will call for production at 
full capacity of present facilities till well 
into 1949. However, to try to keep up with 
demand, Tissot is now erecting a new 
factory that will be completed next year, 
and will double present capacity. 

An extensive assortment of automatics 
will feature the Tissot line for 1948, al- 
though standard stem-wind models for both 
men and women will also be offered in a 
variety of styles and models. 


ee 


Fisher-Bruce Gets Testimonial 
On 75th Anniversary 





E. Monroe Fisher, president of Fisher, 
Bruce & Co., Philadelphia china and glass 
wholesalers and importers, receives from 
D. William Scammell, head of the Scam- 
mell China Co., Trenton, N. J., a china 
plate made especially for the Fisher-Bruce 
seventy-fifth anniversary celebration which 
was held on November 6 in Philadelphia. 
The front of the plate shows a portrait of 


- Samuel Fisher, founder, and the trade- 


marks of factories represented by the firm. 
On the reverse side are reproductions of 
the signatures of china and glass buyers 
from all over the country who do business 
with Fisher-Bruce. The plate is enclosed 
in a frame of black glass. 





Demand for Synthetic Star Stones 
Far Outstrips Available Supply 


The tremendous demand for the new 
Linde star sapphires and star rubies, 
coupled with the necessarily limited pro- 
duction of these laboratory-made gems has 
made it impossible to keep up with the 
orders for them, says the Max Duraffourg 
Gem Co., distributors of these stones. Or- 
ders are, however, being filled as rapidly 
as possible in the order of their receipt. 





Winners Announced in Oneida's 
$3000 Silverware Design Contest 





; 


Winners of the $3,000 cash prize nation- 
wide silverware design contest sponsored 
by Oneida, Ltd., Oneida, New York, have 
been announced. 

Frst prize of $1,000 was awarded to 
William C. Uhlig of Blue Island, Illinois; 
second prize of $500 to Phillip L. Hall of 
New York City; third prize of $300 to 
Albert Edward Herbert, Jr., of Detroit, 
Michigan, and fourth prize of $200 to Carl 
C. Cobel of Newark, Ohio. 

Mr. Uhlig and Mr. Hall also won $100 
honorable mention prizes. 

Others winning honorable mention prizes 
of $100 were: Herman Garfield of Chi- 
cago, Ill.; Yaroslav N. Yavarow of Bos- 
ton, Mass.; Charles W. Smith of New York 
City; O. E. Stelzer of South, Bend, Ind.; 
Carl Nitardy of Ipswich, Mass.; Nita Sieg- 
man of Des Plaines, Ill.; Harry Lawenda 
of New York City, and Aulus W. Saun- 
ders of Oswego, N. Y 

The purpose of tne contest was to in- 
spire creative people to develop original, 
modern or contemporary versions of tra- 
ditional designs of silverware for possible 
manufacture by Oneida, Ltd. 

An impressive list of judges, all leaders 
in the fields of design and industry, ex- 
amined the thousands of entries submit- 
ted from all the 48 states. 

Pictured above as they look over some 
of the entries, they are: (1. to r., seated) 
M. E. Robertson, general manager of 
Oneida, Ltd.; Van Day Truex, president of 
the Parsons School of Design; C. Louise 
Avery, associate curator, Department of 
Renaissance and Modern Art of the Met- 
ropolitan Museum, and Dr. Alfred M. 
Frankfurter, editor of Art News. Looking 
on in the background is Bert Pollock, 
BBDO account executive. 





Winn to Represent U. S. Time Corp. 
In Pacific Coast Territory 


Pierre Godart, Director of Sales of The 
United States Time Corp., has announced 
the appointment of Melvin E. Winn as 
representative for their Pacific Coast Divi- 
sion. The Geo. H. Eberhard Company will 
continue as Selling Agent. 

Prior to the war, Mr. Winn was sundry 
manager for L. A. Drug Company, Los 
Angeles, Cal., and during the last few 
years, served as Special Eastern Repre- 
sentative for a group of leading Pacific 
Coast wholesalers. 





Herzenberg Heads Luria Branch 
L. Luria & Son, New York and Miami 


wholesale jewelry distributor, anounces 
the appointment of Sidney Herzenberg, as 
General Manager of the firm’s new branch 
office and showroom located at 214 Volun- 
teer Bldg., Atlanta, Ga. 
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At Home 


... with the finest timepieces 





... with the finest watchmakers 








There is a quality about Fulton Watch Crystals, best defined by the 
high caliber of timepieces on which you'll find them... by the pride 
of craftsmanship distinguishing the watchmakers who standardize 
on them. 

Explained another way, Watch Crystals by Fulton are superior 
crystals ...carefully selected glass...wrought and ground to preci- 
sion tolerances ...warranted to fit. 


Wiilehs Crg Hats by VI TN) 


Complete selections of 
Regular Glass and Rock 
Crystals for all watch 
makes. Refills or Cabinet 


Assortments. 





Order from your material 
jobber—or write 


























OF 


-WATCHMAKERS and JEWELERS 


e HAIRSPRING VIBRATING 
e DIAL REFINISHING 
e CRYSTAL FITTING 


Inc. 


ONE OF AMERICA'S 
FINEST AND MOST 








e UNBREAKABLE ELECTROSEALS FITTED MODERN 
e WATCH JEWELS FITTED W ATCHMAKING 
e WATCH CASES AND DIALS SCHOOLS 


GENUINE AMERICAN MATERIALS @ GENUINE SWISS MATERIALS 
WATCHMAKERS TOOLS @ JEWELERS EQUIPMENT 


“NATIONALLY ACCREDITED” 
(DAY & NIGHT CLASSES) 


VETERANS APPROVED UNDER PUBLIC 


MAIL ORDERS LAW 16 AND 346 





OUR WRITE FOR FREE CATALOGUE 
SPECIALTY 
Write for Catalog and Self-Addressed Envelopes—Dep't D. 83 NORTH SECOND ST. 


15 MAIDEN LANE @ NEW YORK 7, N. Y. MEMPHIS, TENN. 








WATCHMAKING 
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Novel Type of Watch Display 
Accents Christmas Gift Theme 





Colorful developed by 


stage 


miniature 
Wyler Watch Co. for use as display unit 
by retail jewelers. 


The Christmas note is highlighted in an 
unusual holiday watch display, now be- 
ing distributed to retail. jewelers by the 
Wyler Watch Co. Developed to meet the 
retailers need for a handy, adaptable, 
easily adjusted display that would fit any 
window, the unit comprises a colorful 
stockings-by-the-fireplace stage setting which 
fits over the open cover of the standard size 
Wyler watch box, as shown in the accom- 
panying photograph. 

Simplicity and ease of adjustment are 
features of the unit, which measures 6x 8 
inches, and is made of cardboard, printed 
in 10 colors. Composed of two sections, a 
front and back attached together, it packs 
flat, opens easily, and is quickly fitted 
over the watch box. 

It is sent to jewelers with a complete 
kit which contains the display itself, a 
photograph showing how the new feature 
can be effectively incorporated in the 
jeweler’s own display plans, and a note 
explaining how this Christmas promotion 
can be used to tie in with Wyler’s current 
national advertising campaign. 


l. D. Watch Case Co. 


Now in New Plant 

















I. D. Watch Case Company is now in full 
occupancy of its new and larger factory at 
137-11 90th Avenue, Jamaica, L. I. As can 
be seen from the picture above, the new 
two story building is of modern design and 
construction, and flooded with daylight. It 
is scientifically laid out to expedite oper- 
ations and facilitate the exercise of strict 
quality-control at every stage of manufac- 
ture. A large cafeteria and pleasant recre- 
ational facilities are provided for the em- 
ployees. The new building is directly 
adjacent to the old building, and the con- 
struction schedule was so coordinated with 
operations of the I. D. Watch Company 
that departments were moved into their 
respective new quarters as completed with- 
out the loss of a single day’s production. 
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General Mills Adds to Sales Force 


General Mills’ home appliance sales in 
New England are now being directed by 
E. H. Sorrell, who succeeds Dan Thomp- 
son, Mr. Thompson is now on leave pend- 
ing further assignment. The new district 
manager formerly headed trafic appliance 
sales for the Radio Distribution Corpora- 
tion, Detroit. 

William L. Kieffer has been appointed 
district manager for home appliances in 
the Mid-Atlantic states with headquarters 
in Washington, D. C., succeeding Arthur 
Sellers who has been assigned to the New 
York Metropolitan area to replace James 
B. Moore, Jr., recently resigned. Mr. 
Kieffer will have charge of southern Mary- 
land, the District of Columbia, Virginia 
and North Carolina. | 

Another addition to the General Mills 
sales force is that of John Imhoff for the 
territory of Northern Ohio. Mr. Imhoff, 
who was formerly with the Westinghouse 
Electric Corp. at Mansfield, will make his 
headquarters at Cleveland. The appoint- 
ment is effective at once. 


Wins "Rhapsody" Diamond Ring 
On "Breakfast in Hollywood" Show 








Tom Breneman, M. C. of the famous "Break- 
fast in Hollywood" radio program presents 
a $500 "Rhapsody" diamond ring to the 
lucky ticket holder, Patricia Malcolmson. 


A pre-season promotion for “Rhapsody” 
diamond rings which had unusually high 
publicity value was carried out on Octo- 
ber 30 from the stage of the Philadelphia 
Arena, as a feature of the famous “Break- 
fast in Hollywood” program, M.C.’d_ by 
radio-showman Tom Breneman. A capacity 
crowd of 10,000 attended, and the pro- 
gram as usual was broadcast coast-to-coast 
over the entire national ABC network. 

The promotion consisted of the give- 
away of a $500 “Rhapsody” diamond ring 
to the lucky holder of the ticket whose 
number was drawn by Breneman. The win- 
ner was pretty, petite Patricia Malcolm- 
son, of Philadelphia. Advance announce- 
ment of the giye-away was made in a 
sizable ad in the Philadelphia Inquirer 
on the morning of the broadcast. 

The previous promotion was the giving 
of a “Rhapsody” diamond engagement ring 
to the first couple applying for a wedding 
license at the local license bureau on 
October 3, with the presentation aired 
the following day on popular morning 
WFIL program. 

“Sales response to our ‘Breakfast in 
Hoilywood’ promotion has been exceed- 
ingly favorable,” reported Edward Sickles, 
secretary of M. Sickles and Sons, makers 
of the “Rhapsody” line, “and additional 
promotions are being planned.” 

Home office of the company, which cele- 
brates its 90th anniversary in December, is 
at 906 Chestnut St., Philadelphia. 





Marshall Islander Wins $1000 


Gruen Prize in Radio Stunt 


A publicity stunt of The Gruen Watch 
Co. which started 22 months ago culminated 
early in October on the NBC network after 
involving the U. S. Navy and a native of 
the Kwajalein atoll in the Marshall Islands. 

Back in December, 1945, twelve plastic 
balls each containing a Gruen watch box 





Klenre, of the Marshall Islands, receives 
$1,000 in one-dollar bills from The Gruen 
Watch Company as the culmination of a 
publicity stunt which began in the Marshalls 
and wound up on NBC's "People Are Funny" 
program. From left, Art Linkletter, the 
show's master of ceremonies; Klenre; Benja- 
min S. Katz, Gruen president; Commander 
E. Brown Miller, U. S. Navy; and Aaron 


Thorn, Gruen vice president. 


were dropped from a bomber into the 
Pacific off Southern California by a par- 
ticipant on the NBC show “People Are 
Funny.” Inside the box was a notice in 
fourteen languages instructing the finder 
to notify “People Are Funny” and the an- 
nouncement that the first finder to be heard 
from would receive $1,000. 

The first finder turned up in June of 
this year in the person of a native of the 
Marshalls named Klenre who took it to 
the Naval governor of the Marshalls, Com- 
mander E. Brown Miller. The Navy agreed 
to fly Klenre to Los Angeles to receive 
his prize. 

On the show, it was revealed by Com- 
mander Miller that Klenre had been, dur- 
ing the war, a prisoner of the Japanese, 
had escaped the island in an outrigger 
canoe to be picked up by a Navy Destroyer. 
He went back to the islands on instruc- 
tions from the Navy and organized native 
resistance units. 

On “People Are Funny,” Klenre told M. 
C. Art Linkletter that he was going to 
use the money to build himself a fishing 
boat and a cistern and give the rest to a 
native school his mother runs. In Los An- 
geles, he bought candy for his three chil- 
dren, a fountain pen for himself, and silk 
dress material for his wife. 

The story was also covered in both “Life” 
and “Time,” all of which resulted in a lot 
of excellent national publicity for Gruen. 





New Catalog of Sheffield Watches 


An illustrated catalog of Swiss-made 
Shefheld watches for men and women is 
now ready for distribution, the Sheffield 
Merchandise Co., Inc., announces. 

Forty-nine styles of wrist, pocket and 
lapel watches are pictured and described, 
including jeweled and pinlever watches; 
chronographs; diamond cased numbers in 
a wide variety of dials, cases, and bands. 

Copies of the catalog may be obtained 
by writing to the Sheffield Merchandise Co., 
Inc., 9 East 46th St., New York 17. 
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Bertson House Opens Doors; 
Will Display Fine China and Glas 


Ss ’ 


ger 
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Here is one view of Bertson House, Ltd., 
recently-established firm for the wholesaling 
of high-quality giftware, china, glass, and 
antiques, at 10 West 56th Street, New York. 
The building bought by the company was 
formerly a private dwelling, and much of 
its original elegance has been retained to 
create an effective background for the dis- 
plays. Melville Keating, long a well-known 
figure in the china and glass field, is man- 
ager. 





Bob Lewin to Baskin 


Baskin Brothers, Inc., makers of a com- 
prehensive line of diamond rings, wedding 
rings, mountings and colored stone-set rings 
for over a half century, announce the ap- 
pointment of Robert M. Lewin of Chicago 
as their sales representative for Illinois, 
Indiana, Wisconsin, Minnesota, Missouri, 
Iowa, Nebraska and Southern Ohio, suc- 
ceeding Mr. Harris Baskin, retired. 

Mr. Lewin, whose many years of ex- 
perience in the jewelry field embraces a 
thorough knowledge of ring merchandis- 
ing, will commence his selling trip in 
January. 





White & Wyckoff 1948 Calendars 
Now Being Distributed to Trade 


The 1948 edition of the popular White & 
Wyckoff calendars is now being distributed. 
For the coming year, the calendar features 
“Birthplaces and Homes of our Presi- 
dents.” It is again a 12-sheet affair printed 
by gravure in a rich dark brown. 

On the backs of the sheets are the stories 
of these birthplaces and homes and smaller 
pictures of the birthplaces and homes of 
all the other Presidents. Portraits of all 
the Presidents are also shown. 

The piciuring of historical American 
events and places has become a tradition 
in the White & Wyckoff calendars and it 
was felt that the birthplaces and homes 
of the Presidents was especially appro- 
priate in 1948 since this is a presidential 
election year. 

All of the many features of the previous 
White & Wyckoff calendars have been re- 
tained, such as the marking of important 
historic dates, religious days, the holidays, 
three months at a glance, etc. 

Any retailer who handles stationery or 
greeting cards and has not received the 
calendar may obtain a copy by addressing 
the White & Wyckoff Mfg. Co., Holyoke, 


Mass. 


FOR DECEMBER, 1947 





Two Hour Christmas Radio Show 
Will Again Be Aired by Elgin 


For the sixth consecutive year, the Elgin 
National Watch Co. will again present on 
Christmas afternoon its “Two Hours of 
Stars” radio program featuring some of 
the outstanding stars of the airways. The 
program will be heard over the full net- 
work of the Columbia Broadcasting System 
from four to six o'clock (EST). 

Among the headliners to be featured 
are Bob Hope, Edgar Bergen and Charley 
McCarthy, Amos and Andy, Lauritz Mel- 
chior, star of the Metropolitan Opera, the 
Charioteers, and Cass Daley, singing 
comedienne. 

As in past years, Don Ameche will be 
master of ceremonies and will also be 
heard in a dramatic sketch. Ken Carpenter 
has been signed as commercial announcer, 
while Lou Silvers and his orchestra will 
handle the musical portions of the pro- 
gram. 

Several additional stars, says Gordon 
Howard, Elgin’s advertising manager, will 
be signed for the Christmas show before 
it hits the airwaves. 


Unique "Bible" Display 
For “American Beauty" Rings 





A complete new promotional package has 
just been introduced by Untermeyer, Rob- 
bins & Co., 136 West 52nd St., New York, 
for their “American Beauty” wedding ring 
sets. Featuring “American Beauty’s” five 
most popular hand-carved 14-karat gold 
bride-and-groom rings, the package in- 
cludes a unique bible display which 
dramatizes the double-ring theme. 

In this new merchandising unit, the five 
sets are displayed in a range of popular 
sizes against a rich background of crimson 
velvet. Sides and base of champagne silk 
rep carry out the distinctive bible motif 
and an easel back tilts the unit into “read- 
ing position” for maximum display value. 

Fourteen by eight and one-half inches in 
size, the American Beauty Bible is designed 
to be equally effective in window, wall- 
case, or showcase. It comes completely 
stocked with 30 bride and 30 matching 
groom rings at the cost of the rings alone 
with no additional charge for the display. 


— ee 


J. W. Johnson Holds Annual Party 


The annual get-together of employees 
and executive personnel of J. W. Johnson, 
Inc., New York City wholesalers, was held 
at Whyte’s restaurant on Fulton St. on Oc- 
tober 30, marking the 78th anniversary of 
the company. 

Harry B. Tagg, president of J. W. John- 
son, Inc., was master of ceremonies, and 
W. A. Alexander of International Silver 
and H. C. Perry of Oneida Community, 
were guest speakers. 





Air France Chooses Marvin 
As Official Timepiece 





The Marvin watch has been designated as 
official timepiece of the Air France Airlines, 
all of whose pilots are being equipped with 
Marvins. In the photograph above, 

Devay (left) and Mrs. E. L. Burnham of 
Devay & Co., U. S. distributors of Marvin 
watches, make the first delivery to Henry 
J. Le Sieur, General Manager of Air France. 





"Micro" Camera and Flash Gun 
In Combination Package 
The Wm. R. Whittaker Co., Ltd., Los 


Angeles, Cal. announces the “Microflash” 
flash gun which was designed exclusively 
for the “Micro 16” camera. 

It is an easy-to-operate flash gun that 
gives positive repeating performance and 
is easily attached or removed from the 
camera. The shutter is automatically 
cocked by insertion of bulb, and its fool- 
proof design makes it impossible to take 
a picture without first changing the burnt- 
out bulb. After exposure is made, the 
bulb is quickly removed by pressing the 
built-in bulb ejector button. 

The complete unit (flash gun ‘and 
camera) packaged in an attractive three- 
color box includes a booklet which gives 
instructions for the operation and care of 
the flash gun. Retail price of the com- 
plete unit is $39.45. 


Ronson Ships Record Order 


Bae THIS 'S A camoar » RONSOND; : 
oARLOAD + RONSONOL LiGuten sug, 
aaa LGHTER Fue, £ 


FOR DISTR RLTCS Tenens 


. v A Ny as 
vy GLASER BROS. sas teanciers cs 





One of two carloads of Ronsonol fuel, total- 
ing 144,000 bottles, sent by Ronson Art 
Metal Works, Inc., Newark, N. J., to Glaser 
Bros., San Francisco. This is believed to be 
the largest single order for lighter fluid ever 
placed by any one distributor. 
The largest budget in Ronson's history is 
backing the promotion of Ronsonol, with a 
weekly coast-to-coast radio program and 
consistent consumer magazine advertising. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
var 25 words; additional words, 5 cents per 
word. 


“Help Wanted”——“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 


Name, address, initials and abbreviations 
_ count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re endati 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


1S RANA HO, HOMER SE HAP a aRNnNNERR te 
Situations Wanted 


$1.25 for first 25 words, 5c. for each addi- 
tional word; minimum charge $1.25. 











gan ge ie gece al can engrave, 
size rings and set amonds, Add 
“E., 1213,” care J C-K. onal 


VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83,” care J C-K. 








RETAIL jewelry man, with 23 years’ 
. experience, desires position as manager 
e oe Address “J., 1481,” care 





BUYER, salesman, manager, 15 years’ 
specialized silver experience; take full 
charge; excellent references. Address 


*“D—., 16,” care J C-K, 





GOLD and platinum jeweler, do a little 
setting and polishing, wants position in 
as store. Address “W., 28,” care 


CHEMIST, precious metals, refining, as- 
saying, melting; four years’ experi- 
ence; highest references; New York 
City. Address “F., 1408,” care J C-K. 








FRENCH designer of fine specialized 
jewelry is seeking immediate posi- 
a Address “R., 1439,” care J 
C- e 





JUNIOR executive, capable, experience 
in watch production, distribution, sales, 
purchases, etc.; thorough knowledge of 
watch and jewelry business. Address 
“T.. 1362,” care J C-K. 





ENGRAVER, good letter and monogram 
cutter, can size rings and set some dia- 
monds; am also a State registered 
Meo” segue Address “A., 1397,” care 





SILVER specialist, 15 years import, do- 
mestic experience, wholesale, retail, 
manufacturing fields, seeks connection; 
excellent references. Address “E., 17,” 
care J C-K. 





VERY fine watchmaker, close rater on 
railroad and all size watches; with 
present employer six years; planning 
change for personal reasons. Address 
“B., 1469,” care J C-K. 





YOUNG lady desires to connect with rep- 
utable concern; experienced handling 
diamond jewelry, also loose goods; 
familiar with office detail work. Ad- 
dress “M., 55,” care J C-K. 





SAMPLE maker and designer for medium 
priced jewelry, wants position in or 
around New York, New Jersey, or Con- 
necticut; 25 years’ experience. Address 
“J., 1495," care J C-K. 





SALESMAN, experienced, young, married, 
ambitious and personable, desires con- 
nection with established watch case 
manufacturer; Metropolitan area only. 
Address “K., 1453,” care J C-K. 





BOOKKEEPER, stenographer, capable 
young lady, thoroughly experienced all 
details jewelry manufacturing; five-day 
week $45; New York City vicinity. 
Address “E., 1491,” care J C-K. 





MANAGER, available for credit jewelry 
store; thoroughly experienced in every 
phase and operation of a modern credit 
jewelry store; prefer Indiana or vicin- 
ity. Address “P., 1458,” care J C-K. 





EXPERIENCED diamond buyer and.-as- 
sorter, knowledge colored stones, 
mounting of rings, jewelry, etc.; to take 
full charge of department; can furnish 
best references, warranting responsi- 
bilities. Address “H., 5,” care J C-K. 





WATCHMAKER, veteran, married, fin- 
ished 14 months night schooling; doing 
repair work at home; desires “on the 
job” training; New York City only. 
Henry Jacobs, 1778 Vyse Ave., Bronx 


SALESLADY, experienced in selling 
diamond jewelry, desires position in 
fine retail store or wholesale house; 
must be reputable concern; avail- 
abe January 1. Address “H., 21,” 
care J C-K. 


EXPERIENCED salesman, with follow- 
ing in Southwest, with large general 
line house, desires to relocate services 
with large, general line jobber; very 
best of references and background. 
Address “M., 1417,” care J C-K. 


AVAILABLE, executive buyer and 
general manager; 20 years’ experi- 
ence in installment, chain store 
operation; complete knowledge of 
every phase of business. Address 
“B., 1323,” care J C-K. 


COMMUNICATE now, if next month you 
may be interested in considering ser- 
vices of a very highly qualified man- 
ager for a better class installment 
jewelry store; very finest reference; 
salary open. Address “A., 1435,” care 
J C-K. 


DIAMOND buyer for chain of retail 
stores, nationally known ring con- 
cern, or diamond merchants; many 
years with leading diamond cutters; 
expert assorter; executive ability; 
charge of personnel. Address “A., 


38,” Care J C-K. 


DO you need jewelers; New Castle Jewel- 
ers Training School, Inc., 226 Pearson 
St., New Castle, Pa., will have grad- 
uates available December 5, 1947; these 
men are experienced in jewelry manu- 
facturing, repairing, stone setting, and 
engraving; write us if you need some 
good men in the near future. 


COMPETENT woman; with many 
years’ experience, wholesale-retail 
jewelry; managing, selling, buying; 
accustomed to handing large vol- 
ume; take full charge, assume re- 
sponsibility; highest references. Ad- 
dress “N., 11,” care J C-K. 


WATCHMAKER - salesman, combination 
job desired; two years’ Business Ad- 
ministration at Indiana University; 
completed all courses at Bradley and 
registered-jewelers requirements with 
Gemological Institute; retail sales ex- 
perience, some benchwork; go any- 
where; require housing for couple. 
Address “B., 62,” care J C-K. 





























MANAGER, now employed, will] con- 
sider change after January 10; envi. 
able, proven record; over 20 years’ 
experience large volume credit 
stores; fully informed every con. 
ceivable phase; top notch Salesman; 
exceptional administrative ability, 


Address “C., 1500,” care J C-K, 








WATCHMAKER, age 41, graduate of the 
School of Horology in Europe; 22 years 
actual experience, in America; capable 
to work on all makes of watches anq 
clocks; ring sizing and light jewelry 
repairing; would like to work for a 
busy reliable concern anywhere; best 
-  eieeaatne P. O. Box 681, Kingston, 








GIVE me a proposition; now manag. 
ing fine jewelry store, over $100,- 
000 yearly, earning $6,000; know 
every phase of the business, possess 
the “Know how” of making the 
sale properly, as well as ability to 
teach same to others; if this be 
proven, what is your proposition, 


Address “G., 1356,” care J C-K. 








VERSATILE, young executive, seeks per. 
manent position as manager, or assis- 
tant manager with opportunity to 
advance with aggressive up-to-date 
jewelry store; thoroughly familiar and 
capable in all types and phases of re- 
tail jewelry operation; with present 
firm six years as general manager; ex- 
cellent references. Address “D., 1438,” 
care J C-K, 





TAUS School of Watchmaking takes 
pride in announcing the occasion of 
its first graduating class; if you are 
interested in engaging the services of 
a well trained watchmaker who will 
prove of value to your organization, 
kindly communicate with Mr. Teddy 
Taus, C. W., Dean, at 35 W. 64th 
St.. New York City. Telephone, 
Endicott 2-1582. 





BUYER and manager, thoroughly ex- 
perienced in loose and mounted dia- 
monds, stones and watches, assume 
complete responsibility, buying, selling, 
management and advertising; excellent 
references for any firm seeking a young 
executive with outstanding qualifica- 
tions; contract with bonus on volume 
of business; resident of New York 
City. Address “C., 1211,” care J C-K. 





THOROUGHLY experienced diamond 
man, capable executive, accustomed to 
responsibilities; expert of loose dia- 
monds, importing or cutting; experi- 
enced in mounted jewelry; connected 
many years large jewelry firm as buyer 
and other executive capacity; will con- 
sider advantageous change. Address 
“C., 32,” care J C-K, 





- CAPABLE diamond and jewelry buyer, 


many years connected large wholesale- 
retail jewelry firm, would like to act 
as New York representative or buyer 
for several responsible firms on com- 
mission, or other basis; am considered 
an expert of values and a good busi- 
ness man; have fine contacts in the 
industry. Address “A., 31,” care J C-K. 





WATCHMAKER, with many years’ ex- 
perience, 49 years old, sober, hard 
worker, available on a month's notice, 
seeks permanent position in California 
jewelry store, suburbs of Los Angeles, 
Pasadena preferred; has own tools; 
references from banks and present em- 
ployer furnished; reason for change, 
looking for better climate; salary $90 
per week. R. Lorusso, 32-16 25th St, 
Astoria 2, L. I. C.. N. Y. 
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A SPLENDID OPPORTUNITY 


WE WONDER HOW MANY jewelers are making full use 
of the fact that prices of jewelry goods have gone up far 
less than those of almost all other commodities. 

A study recently conducted by the Ross-Federal Re- 
search Corporation for Modern Industry magazine shows 
a high degree of resentment on the part of the public 
over the way most prices have skyrocketed since the end 
of the war, and considerable sales resistance to those 
items whose prices it is felt have gone up unreasonably. 
Conversely, the attitude seems to be thoroughly receptive 
to those commodities whose prices have been kept within 
bounds—a fact which is distinctly favorable to the jeweler, 
in view of the way that jewelry, silverware and watches 
have remained relatively stable. 

Apparently there is also some recognition on the part 
of the public that today’s dollar has not shrunk in the 
purchase of jewelry items as it has in many other lines: 
for when people were asked what classes of goods they 
felt were priced higher than they should be even by to- 
day’s standards, less than 2 per cent mentioned jewelry 
goods, although everyone questioned had at least two or 
three gripes about other classes of products. 

Here is a splendid opportunity for jewelers to develop 
a lot of long range good will as well as immediate sales 
by publicizing the way that prices have been held down 
in this field in marked contrast to the general trend. Let’s 
take advantage of it. 


NOTHING DOWN—NOTHING A WEEK 


THE BOOKLET issued by the Retail Credit Institute of 
America, entitled “How to Lose Business and Alienate 
Customers” is worth careful study by every credit jeweler. 
It contains some of the soundest common sense on the 
present-day situation confronting instalment sellers that 
we have seen in a long, long time. 

The feeling that competition must be met and that the 
advertising of “no money down” makes a $200 purchase 
more desirable to the great aggregate of the store’s cus- 
tomers, is clearly analyzed in a sane, sensible fashion 
that should go far toward dispelling the mistaken idea 
that any and every offer by the competitor across the 
street must be met at all costs. 

Ninety per cent—perhaps 95 per cent—the booklet 
points out, of all instalment purchasers neither want nor 
expect outlandish terms and will not be lured by the “no 
money down” type of advertising. On the contrary, many 
of them will merely be so disgusted by this sort of pro- 
motion as to turn away from a store because of it. To- 
day’s public, it is pointed out, is not the public of thirty 
or forty years ago. They are educated, sophisticated and 
quick to recognize the essential falsity of “bait” adver- 
tising. 

Today, the instalment merchant has the opportunity of 
a lifetime to build real confidence in his store, his adver- 
tising and his credit service, and so to build a sound and 
enduring business. But to do it, he must be careful what 


360 


or (LO 


he says, how he says it and not to play down his reputa. 
tion or to lose standing with his customers and his com. 
munity by overly aggressive tactics in his advertising and 
sales promotion. 


A WELCOME ALLY 


THE JEWELRY INDUSTRY has acquired an unexpected 
ally in its drive for relief from the present burdensome 
war-time excise taxes. 

The Committee for Economic Development, which has 
been intensively studying the question of Federal taxes 
and the national budget for four years, issued on Novem.- 
ber 12 its program for Federal budget reform and tax 
reduction in which it comes out strongly for the elimina- 
tion of all excise taxes except those on alcoholic bever- 
ages, tobacco and gasoline. 

Whether its recommendations will be accepted by Con- 
gress remains to be seen, but the CED is an important and 
influential group whose views carry a great deal of 
weight, backed as they are by the overwhelming majority 
of substantial and progressive American business. Its 
support of the objectives for which the jewelry trade has 
been striving should be decidedly helpful in the elimina- 
tion of the oppressive wartime burden under which the 
industry is operating. 


NEEDS OVERHAULING 


EVERY JEWELER should welcome and support the move- 
ment that is being sponsored by the Jewelers’ Vigilance 
Committee (page 297 of this issue) to coordinate under 
one all-inclusive law the many and varied rules and regu- 
lations governing the marking of jewelry products which 
are now scattered through the present National Stamping 
Act, the various U. S. Commercial Standards, and the 
regulations and rulings of the Federal Trade Commis- 
sion. 

As matters now stand, the jeweler who wants to know 
just what is and what is not permitted, must search 
through many unrelated sources, while under the new 
proposal a check of one comprehensive enactment would 
provide all the answers. Moreover, under the present 
system, some of the regulations are inconsistent, if not 
actually contradictory, with the result that even with the 
best intentions in the world the honest manufacturer or 
merchant is sometimes at a loss as to just what to do. 

An orderly correlation such as the one that is pro- 
posed would be an inestimable boom to the industry both 
in providing a simple and complete check, and at the 
same time promoting public confidence in the standards 
of the jewelry trade. It should have universal and en- 


thusiastic support. 
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Now — for bMhe First Sime! 
rh beautifully packaged polish of sterling guatily 
especially for 
SHlerling Silver: and other Fine Metals 
Prectows fewels es Crystal ... Corame[cs 





French Veneer Creme restores the original 

lustre to finest pieces — effectively, easily, 

harmlessly. In one action it cleans, 

polishes and preserves...removes tarnish, 

surface scratches and stains...gives a 
FIWE METAL 


cE tas. / 
enecious 4 


: X: ee ane, + | : protective finish. 
: t 7 , 
ra Fs, —_ oe “i 


| In handsome gold-capped bottle, del- 
icately colored and scented—actually 


KORE. peters. US ™ | beneficial to hands and manicure—French 


Sole Distre 
Veneer Créme makes the ideal gift for the 


woman who treasures her fine silver, 


jewels and heirlooms. 


4.25" 
os 
* Keystone price. Shipped in cartons of 2 dozen. 
KOKE, SLAUDT & CO., Distributors, 315 West 5th Street, Los Angeles 13, California 
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|. Ash trays and box in massive cast bronze with natural, 
high-polished finish; lamp bases and andirons to match. By 
Bronze Originals of California, 14845 Oxnard St., Van Nuys. 


2. Dominated by turquoise blue, this dinnerware decoration 
is the "Cambridge" in Aynsley bone china from England. Im- 
ported by Fisher, Bruce & Co., 221 Market St., Philadelphia. 


3. New Cloverware serving accessories made in hand-blown 
Plexiglas in white, amber, or green; prices from $4 to $15. 


Made by Clover Box & Mfg. Co., Inc., 816 E. 104th St., N. Y. 


4. Just out—Spartus 35mm camera for color and black-and- 
white. Has synchronized flash; achromat lens openings F7.7, 
Fil, Flié; automatic exposure counter. Price $14.95 tax inc. 
Flash $4.50. From Spencer Co., 711 W. Lake St., Chicago. 


5. From Finland, ivory faience cups and saucers banded in 
red or green; by Arabia of Helsinki; retail $8.40 a dozen. 
Stocked by Finland Ceramics & Glass Corp., 225 5th Av., N. Y. 


6. Desk set with chrome base, gold-plated pen well; pen in 
black, maroon or gray plastic with gold-plated detail; re- 


tail $2.98. From the B. B. Pen Co., of Hollywood, Calif. 
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PAUL A. STRAUB fk CO.. INC. ae ~~ © rr - se 


Al gain presents: by J = of Smported China 


Tine hy a So BAVARIAN innerware 


created by the famous 
HUTSCHENREUTHER* and 
TIRSCHENREUTH* factories in 
the heart of the china producing 
area, now in the U. S. Zone of 
Occupation. 

The craftsmanship exhibited in 
this ware has been developed over 
the past 125 years and exemplifies 
the best technical skill available in 
the world today. 

The original QUEENS ROSE 
pattern illustrated is one of a wide 
selection. A number of patterns 
in 94 piece sets are now available 
for immediate shipment. 


Priced from $65 to $265 
WE INVITE YOU TO SEE THEM 





* (Say Hut-shen-roiter and Tear-shen-roit) 














Concorde Fine China A¥TER-DINNERS 


—for IMMEDIATE DELIVERY and PROFITS 

















A Selection of distinctive shapes and appealing floral decorations are offered in a wide price range. 


No. 1066 No. 1070 No. 1062 No. 1063 No. 1065 
$15.00 dz. $15.00 dz. $18.00 dz. $18.00 dz. $18.00 d=. 
No. B-1083 No. B-1082 No. 1069 Gold En- No. B-1081 No. 1061 
$27.00 dz. $27.00 dz. crusted $37.50 dz. $27.00 dz. $30.00 dz. 


PRICES ARE WHOLESALE | 


iyi? HERMAN C.KUPPER, INC. .°5.'5 


NEW YORK, 
FoR NOVEMBER, 1947 328-C 
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NEW DEMI-TASSE CUPS AND SAUCERS 


Handsomely hand decorated in pastel colors of soft rose, 
green, fuchsia, French blue and yellow. 


Available for Christmas business. 


S). 
CREATORS AND MANUFACTURERS Day SW 


49 West 23rd St., New York 
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THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


Fine English Earthenware 





COPELANCS Cina English Bone Chins 


& Lowestoft Stone Ching 
e-Chins 


Made by 
W.T. COPELAND & SONS, LTD. 
England 


* 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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by MADELINE LOVE 


AS the Christmas buying season gets closer, what plans 

are you making to get a good share of the gift busi. 
ness? Everything a jeweler carries in his store is, of 
course, a potential gift, the possibilities of associated 
selling are endless. The man who is buying an engage. 
ment ring may not be particularly interested in looking 
at flat silver or service plates—not yet—and the husband 
looking at a watch for his wife is not usually in the mar- 
ket for a bracelet, too. 

But the customer who, as an example, is in the market 
for flatware is “table” minded and needs little prodding 
to become interested, also, in dinnerware—or stemware— 
or candlesticks—or silver compotes—or _peppers-and- 
salts—or centerpiece bowls. He won’t buy them all, nat- 
urally—he may not actually buy any two of them. But 
if they are displayed together, he sees them together and 
his mind may carry them into that future day when he 
wants to buy another gift. Or it might even occur to him, 
for the first time, that he could give two gifts. 


¥% * * 


peas increases in domestic dinnerware and _glass- 

ware, inaugurated early in the Fall, are not meeting 
with as much resistance as the manufacturers had feared. 
No retailer was pleased with the advance in price, of 
course, and he knows quite well that none of his cus- 
tomers will be pleased, either. He does know, however, 
that a wage increase in both fields was the compelling 
reason for the advance and, for the most part, he is ac- 
cepting the idea with as good grace as possible. Few of 
them have cancelled their orders, one hears, although 
there had been much talk about such an eventuality when 


the price increases were first being discussed. 
* * % 


= E. THOMPSON, head of the Spode importing 
firm of Copeland & Thompson, Inc., New York, is 
chairman for the china, glass, and gift group in its drive 
for funds for the New York University-Bellevue Hospital 
Medical Center. 
i ey recent retirement of George Rosenberg, founder 
of Rex Products Corp., and chairman of the board, 
has been followed by a reorganization of officers. Re- 
maining in the position of sales and advertising director 
is Ralph Schoenwald, with Julian M. Zielmann contin- 


uing as assistant sales manager. 
. * * 


| erties space is still at a premium for the Pittsburgh 

china and glass show set for the first week of Jan- 
uary at the William Penn Hotel. One of the country’s 
oldest trade shows, this exhibit has always attracted vast 
numbers of buyers and there never was really sufficient 
space for all those who wanted to exhibit. Matters are 
much worse now, however, as every would-be exhibitor 
has discovered. During the war years, when the show was 
suspended, hotel space tightened up considerably, and it 
was impossible for the William Penn to allot any more 
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space to the 1948 show than the fourth floor and the ball- 
room floor. Members of the Associated Glass and Pot- 
tery Manufacturers will have rooms on the fourth floor, 
but non-members will be given booth space on the ball- 
room floor, and this arrangement has made it impossible 
for many potential exhibitors to be cared for by the man- 


agement. 
* % * 


NE of Manhattan’s magnificent old homes is the set- 

ting for a new wholesale establishment, Bertson 
House, Ltd., at 10 West 56th Street, which opened its 
doors this Fall. Specializing in antiques, dinnerware, 
glassware, teaware, leather, and decorative accessories, 
Bertson House displays the merchandise against the lux- 
urious background of the original dwelling in the heart 
of New York’s smartest retail district. Melville Keating, 
long known in the china dinnerware field, is manager of 


the concern. 
* ¥* * 


ISHER, BRUCE & CO., of Philadelphia and New 
York, one of the china and glass industry’s oldest 
and best-known firms, is observing its seventy-fifth anni- 
versary with a dinner at the Barclay Hotel in Philadel- 
phia on November 6. E. Monroe Fisher, president of the 
company, represents the third generation of Fishers to 


head the business. 
* * % 


EVY BROS. CHINA CO., INC., New York giftware 
and china house, will celebrate its 80th anniversary 
next year. Founded in 1868, the firm has been under 
the management of four generations of the Levy family. 
Two new representatives have just been appointed by 
the company. In addition to Katherine Zipper, of Los 
Angeles, and Earle Smith, of Atlanta, Ga., the representa- 
tives now include Ralph P. Higgins Co., of the Merchan- 
dise Mart, Chicago, and Brown B. Kendrick and Associ- 
ates, Santa Fe Building, Dallas, Tex. 


* * * 


i ip spring gift show list continues to grow longer. 
Chicago will have its show from February 2 to 13, 
with George F. Little’s group at the Palmer House, as 
usual, and the Merchandise Mart staging its market one 
day longer, on the twelfth and fifteenth floors. Set for 
February 23 to 27, the New York Gift Show will be 
divided between the New Yorker and Pennsylvania 
Hotels, and the following week, March 1 to 5, the Boston 
Show will be held at the Hotel Statler. From March 15 
to 19, the Philadelphia Show is scheduled for the Ben- 
jamin Franklin Hotel. 

The Western Winter Market at the Merchandise Mart, 
San Francisco, is set for February 2 to 7. And another 
coast market is the Pacific Northwest Gift and Art Show 
to be held February 29 to March 3 in the New Washing- 
ton and Olympic Hotels, Seattle, Wash. 


a * % 


ONATHAN HIGGINS, 15 East 26th Street, New York, 
has been placed in charge of the sale of Booths’ earth- 
enware in the United States. In making the announce- 
ment, Maj. George M. Greaves, director of the Booth fac- 
tory in England, also stated that R. Weightman, formerly 
colonel in the British Army, will come to this country to 
assist Mr. Higgins. 
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GEO. BORGFELDT 
CORPORATION 


44-60 East 23rd St. Tel. GR 7-0400 New York 10, N. Y. 


LEADING AMERICAN LINES 


@ POTTERY 
@ FANCY GOODS 








@ GLASSWARE 
@ DINNERWARE 


Supplemented by 


@ FRENCH BRONZES 
@ VENETIAN VASES 
@ HAND SCULPTURED GLASS FIGURES 


@ ENGLISH DINNERWARE AND TEA- 
POTS 


@ CZECHOSLOVAKIAN CASED GLASS- 
WARE AND CHINAWARE 


@ ITALIAN ALABASTER FIGURES 
@ BOOK ENDS, Etc., Etc. 


(Some of the above lines from stock) 




















SILVERPLATED HOLLOW-WARE 


in authentic designs of 


EMPIRE COLONIAL 












Each piece in these outstanding period designs 
is exquisitely styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
f now being made. Write for full details. 














Dodge Trophies. 


Standard and special trophies by the world’s 
largest makers. Since 1926 








PERMANENT SHOWROOMS 


225 Fifth Ave., New York City; Merchandise Marts in Los 
Angeles, San Francisco and Chicago. 


401 East 6th St., Los Angeles 14, Calif. 


DODGE INC 706 North Hudson Street, Chicago, Ill. 
e 126 South Street, Newark, New Jersey 
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WANTED 
MERCHANDISING MAN: 


A well established watch company with : 
distribution 


watches is looking for a man thoroughly N 
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large national in quality ; 
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experienced in promotion and merchan- $ 
cising in the jewelry field. Salary is open, ? 
lf the 3 
right man presents himself, the opportu- : 


depending upon qualifications. 


nity exists for profitable advancement : 
with the company, in which sales are in é 
excellent condition and prospects are ex- 6 
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ceptionally bright. Write giving full par- . 
ticulars. 3 


Box “J., 1412,” Care 
Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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DIAMONDS ror EXPORT 
BARBER axo SLUIS 








ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


BO) idle) 5 a 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP. ano 


WIDELY 
USED 


AMSTERDAM 
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Payal 


7 ORDER FROM YOUR DEALER TODAY| 


"WM. F. NYE INC. 


NEW BEDFORD....MASS. 








ADDITION TO TRADE GROUP HISTORY 
(From page 319) 


surance plan covering employees in all of the membe;’s 
plants and, in addition, another plan covering executives 
as well. | 

As a primary bargaining agency with labor, the As. 
sociated Jewelers, Inc., can boast of a 13-year contract 
with union labor, during which time it has never been 
necessary to arbitrate. Controversies have always been 
amicably adjusted. 


Current officers of the organization include Louis 
Flyer, Flyer Bros., Inc., president; Philip Skalet, Skalet 
Mfg. Co., 1st vice-president; Herman Ostrin, Ostrin Co.. 
2nd vice-president; Philip Krasnow, Krasnow Mfg. Co., 
secretary, and Isidore Tenen, Tenen Bros., treasurer. To- 
bias N. Berger is executive director of the organization. 





THE SUBURBS GO TO TOWN 
(From page 322) 


Together these colors not only key the store’s departments, 
but make an ensemble that not only is refreshing to view 
but provides a natural setting for the modern cases of 
platinum-finished oak that distinguish the jewelry section 
and the grey-lacquered shelves and racks that mark the 
gift sections. 

All the fixtures were designed specially for the store 
by Wetteland. Cases for jewelry displays are made low 
enough for those who like to sit while they make their 
purchases but high enough to serve those who prefer to 
stand; silver selection cases, which reveal 32 patterns at 
desk height; silver hollowware cases are open, inviting 
customers to handle pieces on display; and generous 
ege-crate displayers provide not only individualized show- 
ings but harmonious ensembles of eighteen separate gift 
lines at a time. In addition to modern versions of con- 
ventional show cases and wall cases for cameras, a large 
cantilevered table to accommodate the heavier pieces of 
photographic equipment has been provided adjacent to 
the “little theatre” projection room for demonstration of 
projectors, slides and movies where four enthusiasts may 
view their newest pictures comfortably in a space 6 x 9 
feet. 

Other design features are a “free form” marquee over 
the optometrist’s quarters where a smart sign makes this 
division actually an independent shop within the store; 
a clock mounted on the red carrara wall that backs the 
lobby and extends the same distance within the store 
actually brings the outside inside the shop and, incident- 
ally, does the same to customers. Still another feature is 
a Chinese-modern case that stands against the tall glass 
front to make a window display from the outside and an 
easily managed showcase within the store. 

Lighting is as modern as the rest of the store with the 
soft, daylight fluoresence of large tube lights in the wall 
cases joining with the incandescence of the reflector flood 
and spotlights that provide overall illumination. 

Evidently the suburbanites of the area relish the store’s 
eye-appeal, smooth shopping facilities and the large as- 
sortments of fine merchandise because in the few short 
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weeks of the store's existence they have “gone to town” 
in this “city store that has come to the suburbs.” 





Build Store Traffic, Good Will 


Building store trafic is an excellent merchandise move, 
being a prelude to selling. All manner of stores, large 
and small, engage in public service or in various pro- 
motions to get folks into the store where they may be 
“sold.” 

Two factors are uppermost in the new traffic and busi- 
ness-building program of Druxman Jewelers, Sandy Blvd. 
and 41st St., Portland, Oregon. 

First, there is an “Open Evenings” policy, catering to 
those who find it convenient to shop after the day’s work. 

Secondly, there is a “Free Service While You Wait” 
motto distinctive in the jewelry field of the area. “Bring 
in Your Rings Twice a Year for Cleaning and Buffing,” 
Druxman’s announces. “We Will Check Loose Stones.” 

Needless to say many a person who might otherwise 
never have entered the store, is now a steady Druxman 
customer. 





Silver Department Designed for Selling 





Large, well lighted, eye-level display stands for flatware 
displays are one feature of new silver department. 


Shreve, Crump & Low, jewelers, Boston, Mass., recently 
opened a new and modern sterling table silver department 
designed along novel lines. 

The design of the new Shreve sterling table silver cen- 
ter is one of the most advanced in the country. Here, in 
place of the conventional counter cases, with only a few 
patterns on display, are large well-lighted, eye-level dis- 
plays. At a glance, a customer may look over all of the 
many patterns that are offered. Comfortable furnishings 
are so placed that a selection of silver may be made 
leisurely and privately. 

“This first step in our postwar program,” said Mr. 
Shreve, “has not only been designed to enhance the 
interior of our store, but to facilitate the ease with which 
customers may select from our very wide choice of 
patterns.” 

This pioneering in modern store design is the result 
of many years of study. With an eye to the future, this 
new department is so planned that it can accommodate 
a great increase in business volume. 
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“The Bluebelle” (No. 30) 
— Sterling Silver Rattle: 
Beautifully designed cast 
silver handle. 








“The Animal Ring” (No. 
17)—Sterling Silver Nap- 
kin Ring: Choice of 
Lamb, Rabbit, Duck cast 
silver ornament. 








“Your Majesty” (No. 23) 
— Beautifully finished, 
heavy juice cup in ster- 
ling, with ornamental cast 
silver handle. 
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6 5 ® Q Q Q yy) Q Q Q will know “the RIGHT time” 


Basep on THE THEME “There is always a_ pages in 4 colors. This 12 month campaign 
right time,” Harvel advertising month after — will produce profitable results for all dealers 
month will reach 65,000,000 readers in holding the select and exclusive Harvel 
Life, The Saturday Evening Post, Esquire, _ franchise. 
Collier’s, Woman’s Home Companion, Vogue, Available to all Harvel dealers, free of 
Cosmopolitan, True and the Sunday maga-_ charge, are sales-producing newspaper 
zine section of The New York Times. mats and displays to support and take full. 
These range from quarter pages to full est advantage of this national advertising. 





i~ 
.“ Y we On his wrist, the Harvel Date-O-Graph—advertised again in 
| y \ 7 LIFE, December Ist. Retails at $55.00, Federal Tax included. 
Fs AN : oF » « « ONE OF THE WORLD’S FINE WATCHES 
Harvel watches are Right for Accuracy, 
Right for Beauty, Right for Price. 


HARVEL WATCH COMPANY ROCKEFELLER CENTER*s NEW YORK 20, N.Y. 
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In Appreciation of 
A Very Cheerful Year 


We look back upon a year during which we have a great deal 
to be thankful for. In 1947 a new and finer line of Hadley 
Men’s Jewelry was introduced, It was received with far more 
acclaim than even we had dared hope for. Hadley has received 
an ever-increasing measure of public acceptance and good 
will, and has continued its warm, close association with those 
who sell our products. 

We look forward to 1948 as another year of pleasant and 
profitable business for all . . . and even more exciting 
developments in Hadley Jewelry. 


The Company . Providence + Rhode Island 





ristmas Greetings 7OM... 

















